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Dear Reader,

his is the first issue of FAS Worldwide, a new quarterly online magazine from the Foreign
Agricultural Service, designed to cover the full spectrum of the Agency’s responsibilities
and activities.

The traditional work of FAS, focusing on market information, trade policy, internation-
al linkages and food aid, has grown in scope and size.We are so much more than the small
agency formed in 1953.

Today, FAS plays a crucial role in promoting the prosperity of the U.S. food and agri-
cultural sector.We represent U.S. agriculture abroad to preserve, develop and expand markets
for America’s farmers, foresters and fisheries. We collect and analyze production and trade
data, helping to prepare forecasts that assess export marketing opportunities.We foster long-
term economic growth and food security in lower income nations.

We work with the Office of the U.S.Trade Representative to negotiate the agricultural
portions of trade agreements with our trading partners.We monitor and enforce trade agree-
ments.We provide food aid through a number of programs.We support international science
and technology capacity building and other research collaboration among countries. We
work to help build the trade capacity of developing trading partners to enhance local, region-
al and global trade.We assist with reconstruction in nations recovering from natural disasters
or conflict and civil strife.

The quarterly electronic publication will allow us to provide more comprehensive infor-
mation about the multiple goals and activities of FAS in a flexible, user-friendly format.
We hope you find the new publication interesting, informative and useful.

A. Ellen Terpstra,Administrator
Foreign Agricultural Service

T
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he varying economies and political
systems of the Middle East and
Africa offer U.S. agricultural
exporters both opportunities and
difficulties.

Sub-Saharan Africa
Although somewhat improved, the

economies of sub-Saharan nations present
many challenges. According to the World
Bank, economic growth for the region
slowed to 2.8 percent in 2002 (the last
year for which data are available), down
slightly from 2.9 percent the previous
year. Net foreign direct investment in the
region rose to $8.9 billion in 2002, but
still accounts for less than 1 percent of
total world foreign direct investment.

In addition, the World Bank reports
that sub-Saharan Africa is the only region
in the world where the number of people
living in extreme poverty has almost dou-
bled over the last quarter century, from
164 million in 1981 to 314 million today.
Africa accounts for only about 1 percent
of the global GDP (gross domestic prod-
uct), despite having 11 percent of the
world’s people.

Overall, the region is characterized by
high population growth, an expanding
HIV health crisis and limited financial
resources that constrain agricultural

Roundup of Challenges and Opportunities
Facing U.S. Exporters

AFRICA AND THE MIDDLE EAST
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imports and negate growth in agricultur-
al output. In addition, drought and politi-
cal instability plague vast areas of sub-
Saharan Africa.

Middle East and North Africa
The Middle East and North Africa

include oil-rich countries such as Saudi
Arabia and Kuwait, and poorer countries
such as Egypt and Morocco.According to
the World Bank, average annual GDP
growth in the region remained steady at
3.1 percent during the past decade. In
2003, GDP growth climbed to 5.1 per-
cent, the highest rate in the region since
1991, mainly due to higher oil prices.

The region’s most significant eco-
nomic and social challenge is high unem-
ployment, estimated at over 15 percent of
the total potential workforce, with higher
numbers in Algeria, Morocco and Libya.

North Africa and the Middle East

import large quantities of agricultural
products to compensate for production
shortfalls and to meet increasing demand
for food and animal feed. U.S. exports to
the region totaled nearly $4.4 billion in
fiscal 2004, with bulk commodities such
as wheat and feed grains accounting for
about 64 percent. U.S. imports from the
region totaled $745 million in 2004, with
tobacco and processed fruits and vegeta-
bles each accounting for about 20 percent
of the total. ■

The World Bank
Web site: www.worldbank.org

Sub-Saharan Africa at a Glance

Population 702.6 million

Population growth rate 2.1 percent

GNI (gross national income) $346.8 billion

GNI per capita $490

Middle East and North Africa 
at a Glance

Population 311.6 million

Population growth rate 1.9 percent

GNI (gross national income) $689.4 billion

GNI per capita $2,250
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number of trade agreements have
been completed or are under
negotiation in the Middle East and
Africa. Here’s a quick list of agree-
ments and the status of each.

Agreements in Effect
• U.S.-Jordan FTA. This free trade

agreement has been in effect since
December 2001.Virtually all tariff and
non-tariff barriers to bilateral trade in
all agricultural products will be elimi-
nated within 10 years. U.S. products
that are expected to benefit from the
agreement include grains such as
wheat, corn and rice; soybean meal;
poultry; beef; dairy products; apples;
honey; and grocery products. U.S.
exports to Jordan in 2004 were $133
million, while imports were about $2
million.

Trade Policy

Progress on Agreements

A
• U.S.-Israel Free Trade Area. This

agreement, which took effect in 1985,
allows the two countries to protect sen-
sitive agricultural subsectors. Although
the United States maintains a significant
agricultural trade surplus with Israel,
virtually all Israeli agricultural exports
to the United States entered duty free
in 2002, versus 88 percent of U.S. agri-
cultural exports to Israel.

In 2004, building on efforts that
began in 1996, a five-year ancillary
ATAP (Agreement on Trade in
Agricultural Products) was implement-
ed to address U.S. concerns. The new
ATAP provides additional access for
U.S. apples, pears, raisins, almonds, dairy
and wines. U.S. exports to Israel
reached $554 million in 2004, while
imports were $201 million.

Awaiting Approval
• U.S.-Morocco FTA. The U.S.

Congress approved the U.S.-Morocco

FTA and President Bush signed the
implementing legislation in August
2004. However, Morocco’s Parliament
is not expected to approve the FTA
until later this year. In 2004, the United
States exported $175 million in agricul-
tural products to Morocco, while
importing over $67 million in agricul-
tural products from that country.

The two countries agreed to work
together in the WTO (World Trade
Organization) toward elimination of
export state trading enterprises. They
will also establish a forum for addressing
bilateral agricultural trade issues.

For U.S. exporters, Morocco will
provide preferential market access on all
agricultural products according to
product-specific schedules. U.S prod-
ucts expected to benefit from improved
market access include beef; grains such
as corn and corn products, wheat,
sorghum and oats; dairy products; dis-
tilled spirits; fruits; vegetables; nuts;
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• U.S.-Oman FTA and U.S.-UAE
FTA. On Nov. 15, 2004, the U.S.
Congress was officially informed of the
Administration’s intent to negotiate
FTAs with Oman and the UAE
(United Arab Emirates). Negotiations
are expected to begin in March 2005.
The United States exported over $360
million to the UAE and over $24 mil-
lion to Oman in 2004.

WTO Accessions
There are currently 148 members of

the WTO, with 21 countries waiting to
join.The most important U.S. market on
this list in the Africa and Middle East
region is Saudi Arabia. U.S. exports to
Saudi Arabia were over $353 million in
2004, with imports totaling about $3 mil-
lion. Agricultural negotiations between

the United States and Saudi Arabia have
been ongoing. Recent talks have focused
on Saudi Arabian compliance with the
WTO sanitary and phytosanitary agree-
ment as well as the technical barriers to a
trade agreement. In addition, negotiations
continue on tariffs.

U.S. negotiators are providing techni-
cal assistance to Algeria to strengthen that
country’s efforts to join the WTO. Other
countries in the Africa and Middle East
region that have applied for WTO mem-
bership include Azerbaijan, Cape Verde,
Ethiopia, Seychelles and Sudan. ■

FAS Europe,Africa and the Middle East
Division, E-mail:
ITP_EAMED@fas.usda.gov

Web site: www.fas.usda.gov/itp/agree-
ments.html

poultry; processed foods; planting seeds;
soybeans and other oilseeds; sugar; and
wines.

• U.S.-Bahrain FTA. This FTA was
signed Sept. 14, 2004, and is awaiting
Congressional approval. In 2004, the
United States exported over $22 mil-
lion in agricultural products to Bahrain.
Upon implementation of this agree-
ment, 81 percent of U.S. agricultural
exports to Bahrain will be duty free.
Tariffs on the remaining agricultural
products will be phased out within 10
years. This agreement should expand
opportunities for U.S. exports of meats,
fruits and vegetables, cereals and dairy
products.

Agreements in Negotiation
• U.S.-SACU FTA. The United States

and the five member countries of the
SACU (Southern African Customs
Union, made up of Botswana, Lesotho,
Namibia, South Africa and Swaziland)
launched negotiations toward an FTA
in 2003.Although progress toward con-
clusion of an agreement has been slow,
discussions continue. U.S. agricultural
exports to SACU members were $211
million in 2004, while imports reached
$201 million.

SACU duties are high for several
products of interest to U.S. exporters,
including beef, pork, poultry, horticul-
tural products, processed foods, grains
and oilseeds. For many of these prod-
ucts, EU (European Union) exporters
enjoy special tariff preferences in the
South African market under the EU-
South Africa trade agreement.

AFRICA AND THE MIDDLE EAST
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hile a number of nations in
Africa are prospering, many
other countries—especially in
sub-Saharan Africa—face seri-
ous economic and social prob-

lems, civil unrest, agricultural shortfalls
and severe hunger. To help address those
issues, FAS activities in the region tend to
be focused on development, technical
assistance and food aid programs. Here are
just two examples of programs underway.

Famine Early Warning Systems
FAS has teamed up with USAID 

(the U.S. Agency for International
Development) on its FEWS NET
(Famine Early Warning Systems Network)
project to share satellite imagery and field
data for low-income countries in Africa.
FEWS NET monitors early signs of
potential threats to food security in 18
African countries. Information sources
include remote sensing and ground-based
meteorological data, crop and rangeland
conditions, household information, nutri-
tional data, market activities and food
prices.

FAS shares technical support and
remote sensing data for this longstanding
USAID-funded program to help coun-
tries throughout sub-Saharan Africa that
are struggling to meet their basic food
needs.The information gathered is critical
in making food aid decisions. The part-
nership also helps improve national crop
estimates and validates and enhances spa-
tial models used to monitor African crop
yields.The data and analyses also are used
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Development

Pathways to Food Security
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This image produced from remote sensing
technology shows that in mid-January
2005, Lake Victoria had the lowest water
level of the past 13 years, due to drought
in Kenya. This affects downstream
hydropower generation, pumping for irriga-
tion, water lily harvesting and fishing
along the White Nile River.

in technical assistance and training, devel-
opment and contingency planning and
capacity building.

FEWS NET staff members collabo-
rate with national and regional early
warning and response networks in Africa.
The U.S. Geological Survey, the National
Aeronautics and Space Administration
and the National Oceanic and
Atmospheric Administration are also
active partners in FEWS NET.

Curt Reynolds, FAS Production
Estimates and Crop Assessment Division,
E-mail: Curt.Reynolds@usda.gov

Web sites: www.fews.net/www.pecad.
fas. usda.gov/cropexplorer/fews_briefing/

Food for Education
The FFE program (McGovern-Dole

International Food for Education and
Child Nutrition Program) helps support
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education, child development and food
security in many African countries. It pro-
vides for donations of U.S. agricultural
products, as well as financial and technical
assistance, for school feeding and maternal
and child nutrition projects in low-
income, food-deficit countries that are
committed to universal education.

The FFE program was authorized by
the Farm Security and Rural Investment
Act of 2002 and is named in honor of
Ambassador and former Senator George
McGovern and former Senator Robert
Dole for their efforts to encourage a glob-
al commitment to school feeding and
child nutrition.

The key objectives of the program are
to reduce hunger and improve literacy
and primary education, especially for
girls. By providing school meals, teacher
training and related support, FFE projects
help boost school enrollment and aca-
demic performance.

For fiscal 2004, FFE projects have

been approved to help feed over 1.4 mil-
lion children in Mozambique, Congo,
Côte d’Ivoire, Eritrea, the Gambia, Kenya
and Malawi.

For example, USDA is donating 5,430
metric tons of U.S. wheat, vegetable oil,

nonfat dry milk and soy protein concen-
trate to Mercy Corps, a private voluntary
organization, for an education program in
Eritrea.

Mercy Corps will sell the wheat and
most of the vegetable oil to the Eritrean
Grain Board and use the remaining com-
modities for direct feeding. Proceeds from
the sales will help fund activities, such as
producing, packaging and distributing
high-energy biscuits to 20,000 students in
50 primary schools. Proceeds will also be
used to encourage rural girls to enroll in
school, to train parent-teacher associations
in distributing the biscuits and supporting
schools, and to implement community-
designed school improvements. ■

FAS Export Credits Programming
Division, E-mail: PPDED@fas.usda.gov

Web site: www.fas.usda.gov/excredits/
FoodAid/FFE/FFE.html

AFRICA AND THE MIDDLE EAST
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outh Africa, like most agricultural
exporting countries, uses a variety
of publicly financed export pro-
motion activities to expand sales.
These efforts, combined with pri-

vate sector market development efforts
and funding, have helped it become one
of the world’s leading agricultural
exporters with sales of $4 billion in fiscal
2004.

South African producers and suppliers
of agricultural commodities operate
under a free-market structure.Tariffs have
replaced quantitative controls and imports
are freely traded.

DTI (the Department of Trade and
Industry) manages the South African gov-
ernment’s agricultural export programs,
spending close to $2 million a year for
agriculturally related promotional pro-
grams. DTI provides assistance and serv-
ices to South African companies that want
to enter the global market, fostering pub-
lic-private partnerships for trade fairs,
trade missions and information sharing
and helping exporters make business con-
tacts in major foreign markets.

DTI does export market research, for-
eign direct investment promotion, out-
ward-selling missions, inward-buying mis-
sions, inward-investment recruitment
missions and foreign exhibitions. These
efforts include trade shows like SIAL in
Paris and the Produce Marketing
Association Summit in Atlanta, GA. The
agency defrays trade show participation
costs, matches grants for industry-specific
nonprofit trade groups and manages a spe-
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Market and Trade Trends

Competitor Snapshot:
South Africa

S

cial fund for small, medium and micro
exporters.

Contributing to $1 billion in fresh
fruit exports from January through
October 2004, the Fresh Produce
Exporters Forum plays an important role
in the South African export picture. It is a
unique consortium of 70 South African
companies that account for nearly 90 per-
cent of all South Africa’s fresh fruit
exports. It works closely with the
Deciduous Fruit Producers’Trust, a grow-
ers’ cooperative umbrella organization.

WOSA (Wines of South Africa) rep-
resents South Africa’s 360 wine producers,
who exported almost $500 million worth
of wines in 2003 and $420 million in the
first 10 months of 2004. This independ-
ent, nonprofit organization promotes
wines in traditional South African markets
such as the United Kingdom, which takes

half of these exports, Germany, the
Netherlands and Belgium.The group also
has been working to develop new markets
in Scandinavia, the United States, Canada
and Japan.

WOSA is funded by two sources: a 1-
cent per liter levy on all bottled natural
and sparkling wines and a $621,000 annu-
al contribution from the South African
Wine Industry Trust. The organization
exhibits at major wine shows, holds mar-
keting seminars and brings international
journalists, wine buyers and marketers to
South Africa to meet growers and vint-
ners to learn about how they are upgrad-
ing vineyards to meet international pref-
erences. ■

Rachel Bickford, FAS Office of
Agricultural Affairs, Pretoria, South Africa,
E-mail: Rachel.Bickford@usda.gov
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o be successful selling products
abroad requires homework and
careful planning. Even in neigh-
boring countries, business envi-
ronments can be quite different.

Here are some exporter business tips pro-
vided by FAS offices in Africa and the
Middle East.

Tunisia
Tunisia has a population of 10 million

and enjoys one of the highest levels of
purchasing power in Africa. Consumers
are growing more sophisticated; demand
for high-value food products is growing.

Doing business in Tunisia requires
direct contact with customers, either per-
sonally or through a local agent who
serves as a trade facilitator and sometimes
as an interpreter.Tunisia’s official language
is Arabic, and the second language is
French. U.S. products have a reputation
for high quality, but many Tunisian
importers consider price the key deter-
mining factor. Be prepared for demanding
price negotiations.

According to Tunisian law, labels must
be in Arabic, although another language
may be included. Measurements must be
in metric units. Food packaging materials
must meet Tunisian standards that stipu-
late that the container directly in contact
with food be made of food-grade materi-
al.The container can either be labeled as
“material fit for food contact” or feature
an international food grade logo.

The Tunisian dinar is not freely con-
vertible, and the Central Bank of Tunisia

12 FAS Worldwide
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Exporter Advice

Building Business
Relationships

T
strictly controls the Tunisian banking sys-
tem.

Algeria
Algeria has more than 31 million cit-

izens and is one of Africa’s largest agricul-
tural importers. Most Algerians have tra-
ditional diets, but as the number of
women working outside the home
increases, more consumers are turning to
consumer-ready or semi-processed prod-
ucts. Algeria’s energy sector drives its
economy, accounting for more than 90
percent of export earnings, 30 percent of
gross domestic product and 60 percent of
government revenue.Algeria is the world’s
largest exporter of liquefied natural gas.

French is still the predominant busi-
ness language, so promotional materials in
French have an advantage with importers.
Algeria uses the metric system.

Most importers are located in large
cities and import both bulk and packaged
products through the main ports of
Algiers, Oran, Bejaia and Jijel.The prod-
ucts are distributed to wholesale markets,
and then sold in small stores, supermarkets
and open markets.

GCC–5
The GCC-5 (Gulf Cooperation

Council–5) is a homogeneous group of
five small nations–the UAE (United Arab
Emirates), Kuwait, Qatar, Bahrain and
Oman.Together they have a population of
10 million. Reliant on oil for their rev-
enues, all have high per capita income lev-
els and import about 90 percent of their
food and feed needs.

To be successful in these countries,
exporters must learn local market condi-
tions and requirements.Visiting the region
to make personal contacts can be invalu-
able. Repeat visits are also important, as
they show an exporter is serious about
sales. Participation in the Middle East’s
largest food show, the biennial Gulf Food,
held in Dubai, UAE (next show is in
2007), should also be scheduled. Nearly
70 percent of the U.S. exhibitors at this
show return.

Exporters should target reliable,
respectable importers. The FAS office in
Dubai can provide a directory of compa-
nies in the region that import U.S. prod-
ucts.The directory is organized by prod-
uct category, brand and company.
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e-Sources

WAICENT Portals
WAICENT’s (the World Agricultural

Information Center) Information Finder
is part of the United Nations Food and
Agricultural Organization’s commitment
to improve access to timely and relevant
technical information on agriculture and
food security. This site has portals for
Africa and the Middle East, respectively.

Web sites:
www.fao.org/waicent/st/level_2_cp.asp?m

ain_id=10&sub_id=165
www.fao.org/waicent/st/level_2_cp.asp?m

ain_id=10&sub_id=2724

Southern Africa Global 
Competitiveness Hub

The Southern Africa Global
Competitiveness Hub supports poverty
reduction in the region by increasing
trade and investment flows with the rest
of the world and providing expertise to
reduce trade barriers.

Web site: www.satradehub.org/

TRADE Initiative
The TRADE (Trade for African

Development and Enterprise) Initiative of
USAID (the U.S.Agency for International
Development) was created to help African
countries improve their competitiveness
and gain greater access to global markets.

Web site: www.usaid.gov/locations/sub-
saharan_africa/initiatives/trade.html

AGOA
AGOA, the African Growth and

Opportunity Act, which passed as part of

the Trade and Development Act of 2000,
provides beneficiary countries in sub-
Saharan Africa with the most liberal access
to the U.S. market available to any coun-
try or region with which we do not have
a free trade agreement.

Web sit: www.agoa.gov/

East and Central Africa Global
Competitiveness Hub

The East and Central Africa Global
Competitiveness Hub supports poverty
reduction in East and Central Africa by
increasing trade and investment flows
with the rest of the world and providing
expertise to reduce trade barriers.

Web site: www.ecatradehub.com/home/
index.asp

West African Trade Hub
The West African Trade Hub is a

USAID-financed center established to
enhance West Africa’s trade competitive-
ness.

Web site: www.watradehub.com/

Africa and Middle East
USDA’s Economic Research Service

offers a significant body of research and
analysis on international agriculture. The
site provides a collection of data, publica-
tions and other products and services.

Web site: www.ers.usda.gov/topics/
view.asp?T=103002 ■

Exporters should bring samples (an
important tool to introduce products) and
be prepared to discuss marketing strategy
and promotional assistance. To encourage
introduction of new-to-market products,
exporters should offer to assist with
advertising and in-store displays.

Given the size of these markets,
exporters should be willing to fill smaller-
than-typical orders, consolidate shipments
or share a shipment with another
exporter. Importers will want to buy small
initial quantities, particularly of new-to-
market products, to determine their mar-
ket potential and test the supplier/buyer
relationship.

Exporters should be prepared to dis-
cuss price, preferably on a C&F (cost and
freight) basis–and even price discounts.
Exporters should factor in the cost of
label modification to meet local regulato-
ry requirements. Labels must be in Arabic
and English, and include production and
expiration dates.

Exporters should be wary of agency
agreements. These are exclusive or sole
distributorship agreements for a compa-
ny’s products in a selected country or even
a region. Such agreements have been vir-
tually impossible to terminate without
penalty in some of these markets, even
where the local company fails to comply
with the agreement. Agency agreement
laws are being relaxed in these countries.
Legally, such agreements are no longer
required in the UAE or Oman. ■

A list of FAS offices abroad, including
those covering Africa and the Middle East, is
on pages 42-47.



ith the U.S. food and agricul-
tural marketplace mature and
farmers and ranchers produc-
ing more than ever, the only
avenue to assure growth and

profitability for U.S. farmers is to develop
foreign markets.

Steadily expanding demand in foreign
nations (with 96 percent of the world’s
population) has helped U.S. exports
increase over time, from $7.3 billion in
1970 to last year’s record $71.2 billion.

CAFTA-DR, the Central America-
Dominican Republic-U.S. Free Trade
Agreement, promises nearby expansion of
exports, as member countries approve the
agreement. In calendar 2003, 46 million
customers in Central America and the
Dominican Republic purchased $1.6 bil-
lion worth of U.S. agricultural products.
Averaging a $70-million per year growth
rate, this market promises bountiful
returns as reduced tariffs and other market
access provisions of the agreement click
in.

Member countries include five
Central American signees—Costa Rica,
El Salvador, Guatemala, Honduras and
Nicaragua. The Dominican Republic
came on board later.

U.S. commodities expected to gain—
and in some cases regain—market share
lost to countries with existing trade pref-
erences include poultry, beef and dairy
products, soybean products, rice, apples,
pears and cherries.

The United States is the region’s sin-
gle largest foreign source of agricultural

14 FAS Worldwide

Regional Analysis and Trade Policy

CAFTA-DR Will Open Markets

THE AMERICAS

W

1
4
0
7
7



ith the ink barely dry on this free
trade agreement, representatives
from Costa Rica, El Salvador,

Guatemala, Honduras and Nicaragua are reg-
ularly meeting with technical experts from
the Office of the U.S. Trade Representative
and USDA. The meetings provide a forum to
combine trade capacity building and SPS
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goods, accounting for 41 percent of
imports by value in 2001. However, U.S.
share declined from 54 percent of total
imports in 1995, due in large part to pref-
erential access conditions afforded third
countries through bilateral trade agree-
ments with Central American nations.

What CAFTA-DR Means for U.S.
Agriculture…

More than half of current U.S. farm
exports to Central America will become
duty-free immediately, including high-
quality beef cuts, cotton, wheat, soybeans,
key fruits and vegetables, processed food

products and wines. Other tariffs will be
phased out over differing time periods.

…and the Central American and
Dominican Republic Economies

Historically, free trade promotes eco-
nomic prosperity and democratic princi-

CAFTA-DR Work In Progress

W (sanitary and phytosanitary) technical assis-
tance areas. 

Priorities include ironing out disparities
in integrated SPS regulatory information sys-
tems, upgraded laboratory infrastructure and
analytical methods capacity, risk assess-
ment methodologies and risk mitigation
methods.
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ples in developing countries, even in the
face of economic challenges. The agree-
ment promises new hope for easing
poverty, fostering development and
strengthening democracy.

The rule of law will be strengthened
as will transparency to counter corrup-
tion. Strengthening trade ties will create
new economic opportunity, eliminate tar-
iffs, open markets, promote transparency
and establish state-of-the-art rules for 21st
century commerce.

Tariffs Take Bite Out of Profits
Average allowed tariffs for these coun-

tries under their WTO (World Trade
Organization) commitments are high:
Costa Rica averages 42 percent; El

Salvador, 41 percent; Guatemala, 49 per-
cent; Honduras, 35 percent; Nicaragua, 60
percent; and the Dominican Republic,
over 40 percent.

Although applied tariffs for many
products are lower, these tariffs restrict
U.S. exports. Elimination of these tariffs

will create many preferences for U.S.
exporters over other suppliers, such as
those in Canada, Europe, South America
and other Central American countries,
helping restore lost U.S. market share and
expand overall U.S. exports.

The agreement also provides a secure,
predictable legal framework for U.S.
investors in the region and establishes a
working group process to coordinate and
resolve trade issues among the countries.

U.S. Door Open
Over 99 percent of agricultural

exports (on a trade-weighted basis) from
Central America and the Dominican
Republic enter the United States duty-
free. The United States imported over
$2.3 billion from the region in 2003.The
vast majority of these imports are crops in
which the United States is not competi-
tive, such as coffee and tropical fruits. ■

FAS Asia and Americas Division,
E-mail:AA-ITP@fas.usda.gov

Web sites:
www.fas.usda.gov/itp/agreements/

regional.htm
www.ustr.gov/Trade_Agreements/

Bilateral/CAFTA-DR/Section_Index.html

THE AMERICAS

Guatemala Leads in GDP and Population

Country Population GDP (gross Government
domestic product)

El Salvador 6.6 million $31 billion Republic

Guatemala 14.3 million $56.5 billion Constitutional democratic republic

Honduras 6.8 million $17.55 billion Constitutional democratic republic

Nicaragua 5.4 million $11.6 billion Republic

Costa Rica 4 million $35.34 billion Constitutional democratic republic

Dominican Republic 8.8 million $52.7 billion Representative democracy

TR
0
0
6
2
8
6



Spring 2005       17

Many U.S. Best Sellers Will Benefit

Commodity

Feed grains

Food grains

Soybeans and meal

Poultry meat

Fruits and nuts

Cotton

Dairy products

Vegetables and
preparations

Soybean oil

Pork

Soups and broth
(dried)

Edible dry beans

Pet foods

Cookies

Peanuts and 
peanut butter

Tariff Before Agreement

Up to 45 percent

0-1 percent for wheat; 15-60
percent for rice

1-5 percent import tariffs in 3
countries; WTO-bound duty
rates in 3 countries

WTO-bound tariffs of 30-250 
percent; applied up to 164 
percent

15-30 percent

0-1 percent applied tariff;
bound duties from 35 to 60
percent

Range of TRQs; import tariffs
up to 65 percent; bound rates
as high as 100 percent

15-47 percent

0-20 percent; TRQs

15-47 percent

15-20 percent

5-25 percent; over-quota tariffs
up to 89 percent

15-20 percent

0-20 percent

0-20 percent

Average Value of U.S.
Exports to Region (2003)

$280 million in corn; $10
million in other feed grains

$178.3 million in wheat;
$84 million in rice

$201 million

$61 million

$58.5 million

$55.4 million

$44.1 million

$41 million

$37.6 million

$18.4 million

$12 million

$10.7 million

$10.5 million

$2.4 million

$1.1 million

Tariff After Agreement

For yellow and white corn, combination of immediate
elimination to phase-outs over 4 years to duty-free
TRQs (tariff-rate quotas) in perpetuity or phased out
over 15 years; for barley, oats and rye, immediate tariff
elimination

Immediate tariff elimination for wheat; flour tariffs
phased out over 12-15 years; duty-free TRQs for rice
over 10-20 years

Tariffs eliminated in all but Costa Rica, where meal tar-
iffs phased out over 15 years

All tariffs to be eliminated, many within 10 years; up to
18 years for others; TRQs established for some; recog-
nition of U.S. poultry inspection system

Over 70 percent duty-free; another 26 percent phased
out over 5-10 years

Raw cotton duty phased out over 15 years

Two-track approach to achieve free trade in 20 years;
immediate duty-free access for 10,000 metric tons;
immediate duty-free access for in-quota TRQs

Most at 0 percent; others phase out over 5 years

Immediate elimination of some tariffs; others phased
out over 12-15 years

All tariffs to be eliminated within 15 years; TRQs set for
some products; recognition of U.S. plant inspections

Immediate tariff elimination

Immediate eliminations of some tariffs; others phased
out over 5-15 years

Immediate elimination for some products; others
phase-out over 5-15 years

Immediate elimination for some products; others
phased out 5-15 years

Some countries eliminate tariffs immediately; others
over 5-15 years



osta Rica, signatory of CAFTA-
DR (the Central America-
Dominican Republic-U.S. Free
Trade Agreement), bought almost
$287 million worth of food and

agricultural products from the United
States in fiscal 2004.

No newcomer to international trade
agreements, the country has already
signed on to several—the World Trade
Organization; the Central American
Common Market; bilateral agreements
with Mexico, Chile, the Dominican
Republic and Canada; and other interna-
tional agreements and treaties on trade
and intellectual property.

With reduced tariffs declining toward
zero over the course of the agreement’s
implementation and improved market
access, Costa Rica promises a significantly
expanded market for U.S. food and agri-
cultural suppliers.

CAFTA-DR will also make U.S.
exporters more competitive with suppli-
ers from other countries that already
enjoy trade agreements with Costa Rica.
Bilateral tariff preferences will go into
effect once both countries have ratified
the agreement.

The country is primarily a bulk mar-
ket for U.S. farmers. The United States
shipped $201 million worth in fiscal 2004,
with yellow corn, soybeans, wheat and
rice heading the list.

However, U.S. consumer-oriented
exports to Costa Rica, at $45 million in
fiscal 2004, also are an important segment
and promise the greatest future growth.

18 FAS Worldwide

THE AMERICAS

Market and Trade Trends

Spotlight on Costa Rica: 
More Than a Tourist Destination

C
Stability, Democracy Reign

What makes Costa Rica a prime U.S.
market in Central America is its years-
long record of sustained economic
growth. The country’s GDP (gross
domestic product) was up 5.6 percent in
calendar 2003 reaching $17.2 billion.

GDP growth was characterized by
more dynamic evolution in transporta-
tion, warehousing, communications and
manufacturing and, to a lesser extent,
electricity, water production and financial
intermediation and insurance.

The inflation rate remained stable at
9.87 percent during 2003. However, it is
expected to increase in 2004 mainly as a
result of rising oil prices.

Consumers Becoming More Affluent
The United States, Mexico and other

Central American countries make up 67
percent of Costa Rica’s total import vol-
ume. U.S. products made up a healthy 47
percent of food and agricultural imports
in Costa Rica in 2003.

Consumer tastes are becoming
increasingly varied. Several developments

contribute to this trend: a young, mostly
urban population making more money,
more women working outside the home
and tourism expansion.

Best prospects: fresh fruits, wines and
spirits, pet foods, candy, fresh vegetables,
packaged bread, pasta, sausages, frozen
potatoes and sauces.There is also emerg-
ing interest in confectionery, dairy prod-
ucts and vegetable oils.

Industry experts predict good outlook
for these products: juices, flavorings and
other ingredients, salad dressings, beer,
wines, liqueurs, snacks, microwaveable
foods and canned products. ■

FAS Office of Agricultural Affairs, San
Jose, Costa Rica, E-mail:AgSanJose@usda.gov

Costa Rica’s Economic Picture in 2003

GDP (gross domestic product) $17.2 billion

Per capita GDP $4,180

Exports $6.1 billion

Imports $7.6 billion

Inflation rate 9.87 percent

Source: Central Bank of Costa Rica
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Bulk Products Lead U.S. Exports Now; Consumer-Oriented Products Expected To Benefit From CAFTA

Bulk

Total U.S. 
Agricultural Exports

Consumer-oriented



sponsors over 30
major international
trade shows each year
that provide high vis-
ibility for U.S. com-

panies and allow exhibitors to analyze the
local markets and observe their competi-
tion.

Canadian Food and Beverage 
Trade Show

Because of its proximity to the United
States, a common language and similar
culture, Canada is a top market for U.S.
agricultural, fish and forest exports. U.S.
exporters recently had the opportunity to

Spring 2005       19

Regional Notes

Trade Shows Help U.S. Exporters
Succeed in the Americas

FAS
showcase their wares at the annual
Canadian Food and Beverage Trade Show
in Toronto. FAS sponsored a USA Pavilion
at the show, estimated to have drawn more
than more than 700 exhibitors and 10,000
trade visitors.The USA Pavilion provided

U.S. exporters and distributors with an
easy, cost-effective way to educate buyers
from all over Canada about their food and
beverage products and to learn first-hand
about regional market trends. ■

SIAL Montreal 2005: April 13-15,
2005, Montreal, Quebec.
Teresina Chin, FAS Trade Show Office,
E-mail:Teresina.Chin@usda.gov

EXPHOTEL 2005: June 15-17, 2005,
Cancun, Mexico.
Tobitha Jones, FAS Trade Show Office,
E-mail:Tobitha.Jones@usda.gov

SIAL Mercosur 2005: Aug. 23-26,
2005, Buenos Aires,Argentina.
Sharon Cook, FAS Trade Show Office,
E-mail: Sharon.Cook@usda.gov

ASONAHORES 2005: Aug. 31-Sept.
3, 2005, Santo Domingo, Dominican
Republic.
Tobitha Jones, FAS Trade Show Office,
E-mail:Tobitha.Jones@usda.gov

Upcoming Americas Trade Show Opportunities
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Argentina on the Rebound
fter two years of economic recov-
ery and a stable exchange rate,
Argentina’s total imports of high-
value food and beverage products
are expected to increase from

$450 million in 2004 to about $550 mil-
lion in 2005. Premium brands of such
products have started to make a come-
back, a trend expected to continue
throughout 2005.

Since Argentine consumers think
highly of popular U.S. high-value food
products, the best import prospects are for
well-known national brands and food
ingredients—especially as most local
companies, after the devaluation of
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Exporter Advice

Argentina, Peru and the
Dominican Republic

A
January 2002, have become very compet-
itive in world markets and are focusing on
expanding exports. U.S. food and bever-
age exports to Argentina are expected to
increase as a result of high sanitary stan-
dards, improved price competitiveness due
to the euro’s appreciation over the dollar
and the popularity of U.S. culture.

Maria J. Balbi, FAS Office of
Agricultural Affairs, Buenos Aires,Argentina,
E-mail: Maria.Balbi@usda.gov

Peru: A Bright Spot in Latin America
Peru’s economy is considered one of

the most vibrant in Latin America. In
2004, total Peruvian imports of con-
sumer-oriented agricultural products
reached $281 million. Fresh fruits, juices,
processed fruits and vegetables, cheeses,

pet foods, wines and snacks are considered
the best prospects for U.S. suppliers. Major
competitors are Chile, Colombia, Brazil
and Argentina.

Peru offers promising conditions for
U.S. products due to increasing processed
food consumption, expanding supermar-
ket and fast-food chains and consumers’
greater exposure to U.S. food products
through the media.

However, some major constraints
remain. For instance, supermarkets, the
chief source of imported food products,
account for only 24 percent of total retail
food sales. And a government-sponsored
“Buy Peruvian” campaign means new
local food brands are appearing in the
market at very low prices.

In addition, imported foods with high
tariffs are still out of reach for many low-
income Peruvians. Tariff rates vary from
12 to 25 percent. Corn, rice, sugar and
dairy products are subject to a price band,
in addition to a fixed 25-percent tariff.
Beer and wine imports face an additional
consumer tax of 20 percent.

But changes could be coming, as
negotiations are underway on a U.S.-4
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Andean Free Trade Agreement that is
expected to lower or eliminate tariffs on
many food and agricultural products.

Violeta Gutierrez, FAS Office of
Agricultural Affairs, Lima, Peru, E-mail:
Violeta.Gutierrez@usda.gov

The Dominican Republic: A Warm
Handshake Goes Long Way

The Dominican Republic is the
fourth largest market for U.S. products in
the Western Hemisphere with imports of
$90 million in fiscal 2004. Until recently,
the Dominican Republic had one of the
best economic growth records in the
hemisphere. But in 2003, a banking crisis
and other mounting economic problems
reduced growth. Dominican imports of
U.S. agricultural, fish and forest products,
at $490 million, were down 1.5 percent in
fiscal 2004.

However, the country’s fundamentally
sound economy is expected to recover. A
new Dominican president and proposed
tax reform renewing a lending agreement
with the International Monetary Fund
suggest a more stable economy.The coun-
try’s gross domestic product is expected to
grow 4.5 percent during 2005.

Dominicans are greatly influenced by
U.S. culture and have a positive view of
U.S. products. Observing Dominican
business customs and guidelines can facil-
itate U.S. exports. Dominican executives
conduct most business through personal
relationships based on trust. A warm
handshake and a friendly conversation
should precede the start of business.

The Dominican business community
is one of the most aggressive in the
region. U.S. suppliers should be prepared
to have local representation and to travel
to the country.

To enter the market, exporters can use
local distributors, wholly owned sub-
sidiaries, joint venture partners or
Dominican importers and wholesalers
who own retail outlets. Quality and
responsiveness in after-sales service also are

becoming increasingly important ingredi-
ents in effective marketing strategies.

While most U.S. food and beverage
products have good access to the market,
meat and dairy products have very limit-
ed access. The Dominican Ministry of
Agriculture controls beef imports through
a restrictive licensing system and pressure
on end-users.U.S. beef is served in upscale
steak houses but rarely in supermarkets or
butcher shops.

The dairy product situation is diffi-
cult, unpredictable and expensive.
However, access for U.S. meat and dairy
products is likely to improve. ■

Fradbelin Escarraman, FAS Office of
Agricultural Affairs, Santo Domingo,
Dominican Republic, E-mail:
Fradbelin.Escarraman@usda.gov
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Chart Spread

Top Markets of the Americas

All data are for October-September fiscal years. Bulk includes corn, wheat, soybeans, cotton and other raw commodities. Intermediate includes live animals, seeds
and semi-processed products such as flour, soy meal, animal hides and vegetable oils. The consumer-oriented category is mainly grocery products such as meats,
fruits and vegetables, snack foods and dairy goods. U.S. export data includes food aid to some of the countries.

NAFTA Partners Canada and Mexico Account for Nearly 80 Percent 
of U.S. Agricultural Exports in Western Hemisphere

Both Markets Continue To Grow, With U.S. Export Sales 
Setting New Records in Fiscal 2004

Top 10 U.S. Export Markets in South America, Central America and Caribbean, Fiscal 2004

Colombia Dominican Republic Cuba Venezuela Guatemala

Brazil Peru Costa Rica El Salvador Honduras

Total U.S. agricultural exports to markets 
in Americas, fiscal 2004: $23.1 billion

Mexico
$8.4 billion

South America
$2.0 billion

Caribbean $1.8 billion
Central America
$1.4 billion

Canada
$9.5 billion
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Chile-U.S. Chamber of Commerce
This Miami, FL-based organization

offers information on trading with Chile,
as well as links to trade-related events
throughout the Western Hemisphere.
Most content is available in Spanish only.

Web site: www.chileus.org/espanol/

Inter-American Development Bank,
Integration, Trade and Hemispheric
Issues Division

Site visitors can get information about
trade negotiations and agreements
throughout the Americas, as well as

updates about programs the Inter-
American Development Bank is imple-
menting to facilitate trade in the region.

Web site: www.iadb.org/INT/Trade/
1_english/1_WhoWeAre/1d_About
ITDFrame.htm

FTAA Hemispheric Trade and Tariff
Database for Market Access

In addition to a complete listing of
customs, tariffs and export subsidies pro-
posed by the Free Trade Area of the
Americas, this site also offers helpful links
and information about imports and
exports among participating countries.

Web site: http://alca-ftaa.iadb.org/eng/
NGMADB_E.HTM

International Monetary Fund
The International Monetary Fund, an

organization of 184 countries, works to
foster global monetary cooperation,
secure financial stability, facilitate interna-
tional trade, promote high employment
and sustainable economic growth and
reduce poverty. The organization offers
extensive information about its many
activities and publications.

Web site: www.imf.org  ■

e-Sources
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ccording to a report by PECC
(Pacific Economic Cooperation
Council), demographic changes
will create dynamic shifts in the
Asian-Pacific region’s urban pop-

ulations that, along with other factors,
could create new market opportunities
for U.S. exporters.

The report, entitled “Where
Demographics Will Take the Food
System, (Pacific Food System Outlook
2003-2004),” examines demographic
changes projected through 2020, assessing
demand and supply implications for the
region’s food supply system.

Overall, the population in these coun-
tries is projected to rise by more than 400
million people, a 16-percent increase in
the number of people to feed.

The most significant demographic
change will be the rapid growth of urban
populations. Urban growth will test the
efficiency and capacity of the region’s
food system to deliver a continuous flow
of safe, reasonably priced fresh and
processed foods.

The number of people living in urban
areas is projected to grow by more than
590 million by 2020, an increase of about
45 percent.After 2005, the region’s urban
population will surpass the rural popula-
tion for the first time.This rapid growth is
explained by higher birthrates, migration
of people from rural to urban areas and
immigration.

Urban growth is expected to be the
most rapid in China and Southeast Asia.
The urban populations of Vietnam,
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Pacific Rim Population Growth
Offers Export Opportunities

ASIA AND OCEANIA

A

Indonesia, Singapore and the Philippines,
the Southeast Asian members of PECC,
are projected to grow more than 70 per-
cent. China’s growth in urban population,
though slightly slower, will add a stagger-
ing 300 million people by 2020.

Urban vs. Rural Consumers
Diets in urban areas are more diverse,

both in terms of the kinds of foods con-
sumed and their origins. As a result of
higher incomes among urbanites, their
diets also show predictable substitution of
animal products, fruits and vegetables for
more traditional foods such as cereals,
potatoes and manioc. Urban consumers
tend to eat away from home more often,
and have a greater preference for conven-
ience foods than their rural counterparts.

Work and lifestyles in urban areas tend to
be more sedentary than those in rural
areas, lowering per capita caloric require-
ments.

In addition to urbanization, the aging
of the region’s population will pose chal-
lenges for its food system.

Between 2000 and 2020, average life
expectancy in the Asia-Pacific region is
expected to rise from 72 to 77 years, and
the median age from 30 to 36 years.

With the over-65 population almost
doubling to 370 million by 2020, suppli-
ers must adjust to changing food demand
patterns and food service requirements.

Japan is the No. 1 net importer of
food and agricultural products in the
world and the United States’ second
largest foreign customer. Its aging popula-
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THE URBAN POPULATIONS OF
VIETNAM, INDONESIA,
SINGAPORE AND THE

PHILIPPINES ARE PROJECTED
TO GROW MORE THAN 70%.

tion will begin to decline in 2007, lower-
ing total demand for food—but increasing
demand for different kinds of food.

Because of Japan’s rapidly growing
share of older people, per capita meat
consumption is likely to see a significant
decline. Older Japanese tend to eat less
meat and more fresh fruits, rice and fresh
fish.

Older people are also less likely to eat
out than are younger people.
Consequently, Japanese retirees are more
likely to eat their midday meal at home,
which has important implications for
lunchtime food service. In general, older
people tend to prefer convenience, small-
er servings and, when they do eat out,
full-service restaurants.

The Marketing Factor
Marketing food products in the

region will require an increasing focus on
densely populated urban centers, such as

What the Future Holds
Strong economic forces generated by

demographic changes require close atten-
tion from food system policymakers.
Some demographic changes, such as
declining fertility and mortality rates and
population aging, take years to become
clearly visible.

Others, like rapid urbanization, may
have a more immediate impact and may
create new and different opportunities for
U.S. exporters. ■

PECC International Secretariat,
Singapore, E-mail: preccsec@pecc.net

Web sites: Pacific Food System Outlook
2003-2004 report: www.pecc.org/food/

USDA Economic Research Service article
on report: www.ers.usda.gov/amberwaves/
june04/features/WhereWillDemographics.htm

the Hong Kong-Shenzen-Pearl River
Delta; Shanghai, China; Jakarta, Indonesia;
Bangkok, Thailand; and Manila, the
Philippines. Many of these areas have
modern port facilities, making them
accessible to foreign suppliers.

In some instances, foreign suppliers
are more competitive in these coastal
urban markets than inland producers who
confront inadequate supply-chain infra-
structure.
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hina is one of the world’s largest
economies, and a vast and growing
market for U.S. agricultural prod-
ucts. Rising incomes of China’s
1.3 billion consumers have fueled

strong demand for U.S. farm products.
U.S. agricultural exports to China have
surged from about $1.8 billion in fiscal
2002 to $6.1 billion in fiscal 2004.

In 2004, China’s purchases of soy-
beans, cotton, hides and skins, tobacco,
planting seeds, sugars, sweeteners and bev-
erage bases, red meats, snack foods,
processed fruits and vegetables, dairy
products and fresh fruits, all set records.
(See chart spread on trade with China on
page 32 of this issue.)

Today, China is our No. 1 market for
soybeans, cotton, and hides and skins and
our fourth largest market for wheat.
Agriculture is one of the few sectors
where the United States has a trade sur-
plus with China.

In recent years, China had a trade sur-
plus in agricultural products. Its primary
exports were vegetables, fruits, poultry,
processed foods, corn and rice, and its pri-
mary imports were soybeans, cotton,
wheat, rubber, vegetable oils, hides and
offal.

However, in 2003 China was a net
agricultural importer, as its purchases rose
more than 60 percent to $17.4 billion,
due largely to sharp increases in both the
quantity and price of soybean and cotton
imports. That year China’s agricultural
exports were $15.4 billion, leaving the
country with an agricultural trade deficit
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China’s Growth a U.S.
Market Fundamental

C

RISING INCOMES OF CHINA’S
1.3 BILLION CONSUMERS FUEL

STRONG DEMAND FOR U.S.
FARM GOODS.

of $2 billion.While the final trade figures
for 2004 are not yet available, all indica-
tions are that China’s agricultural trade
deficit widened further due to the sharp
increase in imports, particularly of soy-
beans, cotton and wheat.

The outlook for U.S. agricultural
exports to China remains bright, with a
forecast of $4.6 billion for fiscal 2005.This
is down by $1.5 billion from 2004’s record
due to lower volume and prices for soy-
beans, combined with lower volume and
much lower cotton prices. But China is
expected to remain the fifth largest mar-
ket for U.S. agricultural products this year.

and provide new opportunities for U.S.
agricultural products.

Since the 1980s, China has embraced
foreign trade as a key to economic
growth. Tariffs have been slashed, import
and export licensing requirements have
been dropped for many products, and
most government trading monopolies
have been eliminated.

China’s entry into the WTO (World
Trade Organization) was preceded by the
series of tariff cuts and other liberaliza-
tions typically required of acceding
nations during the period leading to its
formal accession in 2001. It will take
China several more years to fully imple-
ment its WTO commitments and realize
their impact on trade.

Membership in the global, rules-based
trading system subjects China to the same
rigorous standards of fairness, transparen-
cy and predictability that apply to the
United States and other WTO members.

Challenges Ahead
To meet WTO requirements, China

has repealed or revised more than 1,100
laws and regulations, reduced tariffs,
removed market access barriers and estab-
lished transparency procedures.

But where implementation has
slowed, the United States has acted
promptly to achieve results for U.S. farm-
ers–using informal consultations where
possible and formal mechanisms where
necessary.

Despite the many challenges facing
China as it moves to a more market-driv-
en, transparent economy, it remains a
growing market of opportunity for U.S.
exporters. ■

What Drives This Dramatic Growth
Few countries have been able to

match China’s sustained economic
growth, which has averaged more than 8
percent annually since 1978. Its sheer size
and rapid expansion make China’s econo-
my a major engine of growth in the glob-
al economy.

China has the potential for continued
growth in the foreseeable future.The fac-
tors that have propelled economic expan-
sion over the past 30 years are still in
place.As long as China maintains an open
policy toward foreign investment and
invests heavily in infrastructure and other
capital, it will continue to grow rapidly
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Chinese Government Officials Complete
Sanitary-Phytosanitary Training

ast November, 15 Chinese govern-
ment officials learned how the
United States meets its SPS (sani-
tary and phytosanitary) require-
ments under the WTO (World

Trade Organization). Through classroom
presentations and U.S. site visits, the
trainees—most of whom were from
China’s food safety and animal and plant
health regulatory agencies—received the
information they need to implement their
country’s SPS Agreement commitments.
This training will help China move into
full WTO membership while also
improving bilateral communication to
prevent misunderstandings on food safety
and animal and plant health issues.
Australia, Canada, the European Union
and Japan have provided similar training
for Chinese officials.

Daryl Brehm, FAS International Trade
Policy, E-mail: Daryl.Brehm@usda.gov

Sharing Scientific Knowledge
and Promoting Trade Shows

L
Japanese Group Sees How the United
States Uses Biotechnology

Last August, a Japanese team of three
farmers, one college professor, four
reporters and one non-governmental
organization representative visited the
United States to get an up-close look at the
use of biotechnology in the United States.
In Hawaii, the team saw the U.S. govern-
ment research laboratory where the first
biotech papaya resistant to papaya ring spot
virus was developed. This biotech papaya,
called Rainbow, saved the Hawaiian papaya
industry in 1998. The team also visited a

non-biotech papaya farm and shipper and
a grocery store that sells biotech papaya. In
the Midwest, the team learned about
drought-resistant cassava, the benefits of
no-till farming and how crops developed
through biotechnology reduce labor,
increase yield and require less pesticides. In
Washington, DC, the group met with rep-
resentatives of USDA, the U.S. Congress
and the private sector, nonprofit organiza-
tions and trade associations. ■

Andrew Rude, FAS Biotech Group,
E-mail:Andrew.Rude@usda.gov

FAS will support booths at the following
trade shows:

HOFEX 2005: May 10-13, 2005,
Hong Kong

SIAL China 2005: May 18-20, 2005,
Shanghai, China

Taipei International Food Show:
June 15-18, 2005,Taipei,Taiwan

Food and Hotel China 2005:
June 28-30, 2005, Beijing, China

Teresina Chin, FAS Trade Show Office,
E-mail:Teresina.Chin@usda.gov

Upcoming Asia Trade Show Opportunities
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ountries in the Asia and Oceania
region are at various stages of
development—from those strug-
gling to provide basic utility serv-
ice to their rural communities or

others rebuilding their economy after
years of repression to those seeking cur-
rent and emerging technologies to
increase agricultural productivity and pro-
mote trade and economic growth.

The activities described below
demonstrate the depth and breadth of
USDA development programs in cooper-
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Activities in the Asia and Oceania Region
Run Gamut of Development Continuum

C
ation with other U.S. government agen-
cies, the private sector, academia and non-
governmental or private voluntary organ-
izations to further developing countries’
capacity to participate in the global econ-
omy.

India Seeks To Reform Power
Distribution System

A historic, four-year agreement
between USDA’s FAS and Rural Utilities
Service and the U.S. Agency for
International Development will help
India’s federal and state financial institu-
tions and utilities reform the distribution
of electricity.

Currently, electric power delivery is
inefficient in rural areas and Indian state
power suppliers are in financial crisis.

Technical and commercial losses
amount to between 40 and 50 percent of
electricity generated in most states or $6
billion annually, causing state electricity
companies to default on their loans and
forcing state governments to pay the loans
back. As a result, state governments are in
debt, sapping federal financial resources
and harming India’s prospects for eco-
nomic growth.

Because of the lack of funds, power
suppliers have not adequately invested in
electric power distribution networks,

U
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resulting in overloaded feeders, poorly
maintained substations and aging trans-
formers that create power outages in
urban and rural areas. In addition, while
more than 80 percent of rural villages are
electrified, only about 35 percent of
households within those villages have
access to electricity because they remain
unconnected to the public power system.

The objective of the agreement is to
help develop alternative funding and
lending mechanisms to reform rural elec-
tric distribution. This will be accom-
plished through technical assistance and
training.

Bruce Crossan, FAS International
Cooperation and Development,
E-mail: Bruce.Crossan@usda.gov

Afghan Women Help Revive Economy
As Afghanistan struggles to over-

come years of brutal repression under the
Taliban, USDA has enlisted the Cochran
Fellowship Program to help revive the
country’s agricultural economy and
strengthen its trade links with the United
States.

Last June, 12 Afghan women partici-
pated in a two-and-a-half week program
in the United States. They learned about
business plans, financial management,
farmers’ cooperatives and micro-credit
programs. Micro-credit, when combined
with basic business management, can pro-
mote food security and non-agricultural,
income-generating businesses.

The women—all from rural parts of
Afghanistan—hold a variety of jobs rang-

ing from nutrition consultants and veteri-
nary technicians to rural extension agents
and village agricultural development
teachers.

Since returning home, one of the
women presented a proposal to the
Ministry of Agriculture to develop an
agricultural extension service in 16
Afghan provinces that could potentially
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week course several times a year in agri-
cultural biotechnology.

Last May, 10 individuals from India,
Indonesia, Malaysia, Oman and
Thailand took the course.They attended
sessions in Michigan, Missouri and
Washington, DC, on topics as diverse as
biotechnology research, development,
applications, commercialization, regulato-
ry systems and policies, intellectual prop-
erty rights, technology transfer, public
perception, marketing and trade, and
international treaties and conventions.

Participants included scientists,
researchers, government officials and uni-
versity professors. They met with U.S.
farmers who grow biotech crops to dis-
cuss experiences.

In St. Louis, the participants saw how

a multinational biotechnology company
develops and commercializes agricultural
products worldwide. They also visited a
plant science center to observe biotech-
nology applications in tropical agricul-
ture.

While in Washington, participants met
with representatives from U.S. govern-

reach 3,200 families.The Ministry is con-
sidering funding the proposal.

Gretchen Hopley, FAS International
Cooperation and Development,
E-mail: Gretchen.Hopley@usda.gov

Biotechnology Training Provides Insight
While some countries are just begin-

ning the long journey along the develop-
ment continuum, others are at a different
crossroad. These countries are participat-
ing in the global economy, but need more
information about new and emerging
technologies to make informed choices
for their agricultural sectors.

To facilitate the decision-making
process, FAS in collaboration with
Michigan State University offers a two-
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ment agencies involved in regulating the
products of biotechnology.They also met
with international organizations to learn
about programs to help their countries
build the capacity to use and manage
biotechnology products.

Edwin Lewis, FAS International
Cooperation and Development,
E-mail: Edwin.Lewis@usda.gov

Workshop Participants Form Regional
Network

A workshop to help five APEC (Asia-
Pacific Economic Cooperation) coun-
tries build their capacity to use new and
emerging technologies, specifically agri-
cultural biotechnology, was held in
December 2003 in Manila, the Philippines.

The objectives of the five-day farmer-
to-farmer workshop were to increase
awareness, expand knowledge and provide
first-hand experience in agricultural
biotechnology through classroom ses-
sions, panel discussions and field trips.

Attendees visited farms growing
biotech corn, toured the International
Rice Research Institute’s gene bank and
saw genetically modified papaya at the
Institute of Plant Breeding.

Of the 29 participants, five were
Indonesian farmers; four were
Malaysian community leaders, including
two farmers; nine were Philippine farm-
ers,media representatives and a researcher;
six were Thai farmers and media repre-
sentatives; and five were Vietnamese
farmers.

The participants established a regional
farmers’ network to exchange experi-
ences and knowledge, ensure responsible
farming, accelerate the transfer of appro-
priate modern technology and engage
their communities in these activities.

Since the workshop ended, the Asian
Farmers Regional Network has published
a newsletter, held two meetings—one in
Thailand in February 2004 and another in
Indonesia in November 2004. Members
of the network have spoken at a high-
level APEC meeting and a farmer-to-
farmer workshop in Latin America. ■

Gary Laidig, FAS International
Cooperation and Development,
E-mail: Gary.Laidig@usda.gov
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$ Billion

Sales increased $2.6 billion from 2003.

Sales have grown from nearly $400 million
in 1999 to over $2.6 billion in 2004, 
far exceeding total U.S. agricultural 
exports to this market in 2002.
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U.S. Agricultural Exports to China Set Record at $6.1 Billion in Fiscal 2004

U.S. Soybean Exports to China in Fiscal 2004
Broke Previous Year’s Record for Total Sales
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Sales expanded over fivefold from 
1999 to 2004.
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U.S. Hide and Skin Sales to China Hit New High
in Fiscal 2004
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Sales surged nearly fourfold from just the 
previous year, and nearly equaled total 
U.S. agricultural exports to this market
in 2002.
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U.S. Cotton Exports to China Set Record
in Fiscal 2004
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China: A Fundamental Market
for U.S. Agriculture
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Asia Business Today
This site offers extensive news and

information about Asian economies,
including information about the agricul-
tural sector and agricultural trade.A direc-
tory is available with links to various busi-
ness and trade groups in every Asian
country.

Web site: www.asiabusinesstoday.org

e-Sources

South East Asia Watch on Trade,
Economics and Environment

Available in English, this site offers
news and commentary on trade, econom-
ic and environmental issues throughout
Bangladesh, India, Nepal, Pakistan and Sri
Lanka.

Web site: www.sawtee.org

Pacific Economic Cooperation Council
This organization covers trade issues

for the entire Pacific Rim, including
countries in Asia, Oceania and the

Americas. The site offers information
about various agricultural trade issues. (An
article based on a recent report by the
council, detailing demographic changes
projected in the Pacific Rim, appears on
pages 24-25 of this issue.)

Web site: www.pecc.org  ■
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A New EU Constitution
n October 2004, the 25 member states
of the EU (European Union) and 3
candidate countries signed a treaty to
establish a Constitution for Europe.
The constitution introduces changes

to EU institutions and voting procedures.
Changes related to agriculture include
increased powers for the European
Parliament; there are also specific require-
ments on animal welfare, although they
are not intended to apply to trade.

The constitution treaty can enter into
force when it has been ratified by each of
the signatory countries, in accordance
with its own constitutional procedures.
Although scheduled to be completed by
Nov. 1, 2006, the ratification process is
expected to be difficult. Many member
states will hold referendums on it.

The articles relating to agricultural
policy do not differ significantly from the
language of previous treaties. This is in
itself noteworthy, because the EU’s 2003
reform of its agricultural policy was hailed
as a fundamental and historic change in
the way the EU supports its farm sector.
While the true impact of that reform
remains to be seen, it did represent a shift
from the EU’s traditional price support
model to income support decoupled from
the obligation to produce a specific prod-
uct. In spite of this, the new constitution
retains the same language as previous
treaties regarding fair prices to farmers
and increasing agricultural productivity.

The new constitution also expands
the power of the European Parliament in
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The EU’s New Constitution
and Some History

EUROPE

I
the formulation of EU agricultural policy.
Along with the European Council, the
Parliament will make decisions on legisla-
tion (known as the European Laws and
European Framework Laws) establishing
the Common Market Organizations for
agricultural products, an area previously
handled through the consultation proce-
dure, under which the Parliament could
supply only nonbinding opinion.

However, the power to adopt prices,
levies, quotas and fishing opportunities
remains with the Council.

The possible impact of the European
Parliament’s future role in agricultural
policy is difficult to assess. On one hand,
as EU policy extends to other sectors and
member states face budget constraints, the
agricultural sector will face competition
from other societal concerns. On the
other hand, the EU’s enlargement increas-
es the number of farmers by nearly 60
percent, while overall population increas-
es by only 30 percent, a demographic shift
that could give farmers a larger voice in
governmental decisions.

Christine Strossman, U.S. Mission to the
EU, Brussels, Belgium, E-mail:
Christine.Strossman@usda.gov

By Way of Background
The EU, formerly known as the

European Economic Community or
EEC, was created by the Treaty of Rome
in 1957. Through several accessions, the
EU has expanded to become the world’s
largest multi-nation trading bloc. All EU
member countries accept the entire body
of EU laws and obligations associated
with the treaties and agreements to which
the EU is a party.

The EEC was originally created as a
customs union; the process of harmoniz-
ing existing member state legislation has
been long, cumbersome and arduous, and
is still ongoing.While the vast majority of
food laws and regulations have been har-
monized throughout the EU, the single
EU market is still not a fait accompli.

In cases where EU-wide legislation or
regulatory harmonization is incomplete
or absent, the laws of member states apply,
often resulting in different rules in differ-
ent states. ■

Hilde Brans, Gerda Vandercammen,
U.S. Mission to the EU, Brussels, Belgium,
E-mail: Hilde.Brans@usda.gov,
Gerda.Vandercammen@usda.gov
Web site: www.useu.be/agri/usda.html
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EU Requests Consultations with U.S.
and Canada on Beef Hormone Case

n November 2004, the EU (European
Union) requested consultations with
the United States and Canada regard-
ing both nations’ continued suspension
of concessions related to the EU’s

2003 beef hormone directive. The EU
believes that continued sanctions by the
United States and Canada against certain
EU exports because of the EU’s ban on
hormone beef are illegal, since the EU in
its view has removed measures found to
be inconsistent with WTO (World Trade
Organization) obligations. The EU con-
tinues to claim that its recent studies show
that growth hormones are not safe. The
United States does not believe the EU is
WTO-compliant because the EU has not
provided any new scientific findings to
support its hormone ban.

On Dec. 16, 2004, separate consulta-
tions were held at the WTO in Geneva,
Switzerland, between the EU and the
United States and the EU and Canada.
Questions focused on trade impacts of
U.S. and Canadian sanctions and how a
nation’s compliance with a WTO panel is
determined.

Kelly Luecker, FAS International Trade
Policy, E-mail: Kelly.Luecker@usda.gov

EU Requests Formal WTO Consultations
on FSC Replacement Bill

In November, the EU formally
requested the United States to enter into
consultations in the WTO concerning the
FSC (Foreign Sales Corporation) replace-
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Consultations, Listening Sessions and
Status of U.S.-EU Trade Topics

I

ment bill.The JOBS Act replaced the FSC
legislation on Jan. 1, 2005, and has come
under scrutiny from the EU for transi-
tional provisions that allow some U.S.
exporters to continue FSC benefits for
two years. Subsequently, the European
Commission announced plans to tem-
porarily suspend its sanctions against the
United States on Jan. 1, 2005, while the
EU appealed to the WTO to assess
whether certain JOBS Act provisions are
WTO-consistent.

If the WTO panel should find against
the U.S. law, the EU will re-impose duties
at a lower level on Jan. 1, 2006.
Opposition from some member states,
however, has prevented the Commission
from lifting the sanctions, and the issue
will need to be reconsidered in 2005. EU
sanctions against certain U.S. products
have been in place since March 2004 in

the form of an additional 1-percent tariff
added every month. Retaliations rose to
15 percent on Jan. 1, 2005.

Mark Ford, International Trade Policy,
E-mail: Mark.Ford@usda.gov

EU Announces Retaliation List for the
Byrd Amendment

In November 2004, the EU notified
the WTO of its retaliation list regarding
the dispute with the United States’ Byrd
Amendment, or the Continued Dumping
and Subsidy Act of 2000, which allows
companies to receive duties collected from
foreign competitors for practices deemed
to be unfair. Only one of the products
notified to the WTO was an agricultural
product (frozen sweet corn), and it is
unclear what higher tariff level would
apply to this product due to non-
agricultural products on the retaliation list.
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ment and have resolved longstanding
issues concerning wine-making practices
and the use of certain label terms for
wines sold in the United States. However,
there is still no agreement on the use of
geographical indications and intellectual
property rights. In fiscal 2004, U.S. wine
imports from the EU were $2.3 billion,
and U.S. exports to the EU totaled $426
million.

Mark Ford, FAS International Trade
Policy, E-mail: Mark.Ford@usda.gov

U.S-EU Brown Rice Negotiations
Since Fall 2004, the United States has

been engaged in negotiations with the
EU, as required under WTO rules, seeking
that the EU revise its recently modified
import regime for brown rice. On Sept. 1,
2004, the EU ended the decade-old MOP
(Margin of Preference) system for rice

imports and substituted a high bound
duty on brown rice imports of 65 euros
per ton.The United States made clear to
the EU that this change is not adequate
compensation under WTO Article 28 for
ending the MOP. In January, the United
States announced plans to raise retaliatory
tariffs on EU fruits, vegetables, cheeses
and spices under WTO rules. In February,
the United States and EU reached an
agreement to allow a lower applied
import duty and thus strengthen U.S.
access.The EU is the top market for U.S.
brown rice exports, buying an average of
$33 million worth a year since 1999.

Joseph Carroll, FAS International Trade
Policy, E-mail: Joseph.Carroll@usda.gov

U.S.-EU Listening Sessions Held in the
United States and Europe

From July through December 2004,
listening sessions were held to solicit rec-
ommendations and strategies from stake-
holders (industry, academia, etc.) on how
to eliminate trade, regulatory and invest-
ment barriers between the United States
and the EU. Consensus recommendations
will be discussed at the June 2005 U.S.-
EU Summit.

YoLanda M. Starke, FAS International
Trade Policy, E-mail:Yolanda.Stark@usda.gov

Web sites:
www.ustr.gov/World_Regions/Europe_

Mediterranean/Transatlantic_
Dialogue/Section_Index.html
www.state.gov/p/eur/rt/eu/c12967.htm ■

Due to the fluid nature of these issues, read-
ers should contact authors for updates.

According to a WTO formula, the EU
is allowed to place retaliatory measures
against the United States equal to 72 per-
cent of the total Byrd law disbursements
made on each country’s exports.The EU
would be able to retaliate against roughly
$18 million based on fiscal 2003 disburse-
ments. The EU is expected to wait until
early 2005 to await fiscal 2004 disburse-
ment data before retaliating and to see
whether the new U.S. Congress addresses
the issue.

Mark Ford, FAS International Trade
Policy, E-mail: Mark.Ford@usda.gov

U.S.-EU Wine Negotiators Press Closer
to Agreement

The EU and the United States con-
tinue to negotiate a bilateral wine agree-
ment. Both sides have been working
intensively to conclude a unified agree-

EUROPE
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Russia, World’s Fastest Growing 
Retail Market

ussia is the world’s fastest growing
retail market, thanks to six straight
years of strong economic expan-
sion. According to official sources,
total retail turnover in 2003 was

$146 billion (including $68 billion for
food retail turnover), although unofficial
estimates place total sales at least 50 per-
cent higher.

The expanding market has caught the
attention of domestic and foreign retail-
ers.The retail sector is in a building fren-
zy, with supermarket chains cloning
themselves. Many networks will double in
size.

Experts forecast growth will peak by
2012; so for U.S. retail food exporters, the
clock is ticking. Moreover, Russia is quite
a mature, sophisticated market in which
many countries, especially those in
Western Europe, are active competitors.
However, an expanding economy (with
per capita monthly income projected to
reach $600 nationwide and $1,500 in
Moscow by 2012), a population of 143
million and favorable euro/dollar and
ruble/dollar exchange rates make Russia
an important potential market for U.S.
exporters.

Consumer surveys and importers sug-
gest that Russians want more U.S. prod-
ucts, and that quality and diversity will
become more important.

There are other factors prospective
exporters should bear in mind. Russia’s
geographic size (double that of the
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Market and Trade Trends

In Russia and Poland, Trends Are
Portentous and Promising

R
United States, with 10 time zones!) pres-
ents a challenge. Its population is 70 per-
cent urban—13 cities have populations of
1 million or more. Most of the total 
population resides west of the Ural
Mountains, in the area known as
European Russia. But the Russian Far
East offers a natural market from the U.S.
West Coast.

Moscow is an engine of growth.With
nearly 20 million consumers, the city and
its environs account for more than 30 per-
cent of the nation’s retail trade, and per
capita income is three times the national
average. The city also attracts about 40
percent of foreign investment.

However, economic prosperity is
spreading quickly to St. Petersburg and
other cities. And contrary to what might
be expected, retail growth in regional
markets is outstripping the rapid retail
growth in Moscow.

Retail prices can vary significantly
between relatively nearby cities and even

areas within the same city. However, with
the spread of large retail chains, pricing is
becoming more competitive.

The most visible sign of growth in the
retail food sector has been the rapid intro-
duction and expansion of Western-style
supermarket chains. Several foreign retail-
ers, including Metro and Auchan, have
already opened outlets and announced
plans for further expansion in Moscow, St.
Petersburg and other cities.

Carrefour opened an office in
Moscow in 2003 and is considering open-
ing several hypermarkets there and in St.
Petersburg. Other retailers (including Wal-
Mart) are also rumored to be eyeing the
Russian market.

Several local supermarket chains
(Perekryostok, Seventh Continent,
Pyatorochka and Kopeika) and one for-
eign early entrant (Ramstore) have all
launched equally ambitious expansion
plans.While some of them are focusing on
smaller neighborhood stores, the trend is
definitely toward increasingly larger
supermarkets and hypermarkets.
Financing for many of these projects is
coming from the Russian oil industry,
which is looking for profitable ways to
invest its earnings.

A key aspect of the growth of the
super- and hypermarket chains is the fact
that such stores are more likely to attract
middle and upper income buyers.All for-
eign and most local chains offer bright,
clean and convenient facilities, good serv-
ice and selection and relatively good
value. So these outlets offer the best
opportunity to introduce and expand sales
of U.S. food products. And although they
currently account for a relatively small
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share of total retail sales, supermarkets and
hypermarkets make up one of the fastest
growing parts of Russia’s retail sector.

The HRI (hotel, restaurant and insti-
tutional) sector is making an impressive
comeback, as reflected in the growth of
fast-food outlets and mid-level restau-
rants. Total HRI turnover expanded by
more than 5.8 percent in 2003 ($7.5 bil-
lion). Among the fastest-growing chains
are imports such as McDonald’s and
Sbarro, and some very successful local
chains like Rostiks—Russia’s answer to
KFC.

While most fast-food franchises
source food locally as much as possible to
keep costs and prices down, a number of
foreign-theme restaurants (American Bar
and Grill, Starlite Diner, Planet Sushi, etc.)
use some U.S. products and offer good
potential for greater imports, including
beef, pork, seafood and wines. Portion-
controlled and other semi-prepared foods
should also gain in popularity. Expansion
in upscale restaurants will continue to
offer the best prospects for high-end U.S.
wines, marbled beef and specialty seafood.

Meanwhile, the increasing sophistica-
tion of local food processors is increasing
competition for some imports. But rapid
growth in domestic processing is creating
opportunities for a wide range of food
ingredient imports. Also, as the Russian
economy improves and consumer
incomes grow, processors are finding it
necessary to source new and better ingre-
dients to maintain market share.

Olga Taybakhtina, FAS Agricultural
Trade Office, Moscow, Russia, E-mail:
Olga.Taybakhtina@usda.gov

Poland’s Retail Transformation
Poland’s retail sector continues to

undergo radical transformation, spurred
by the country’s modernization, growing
consumer incomes and accession to the
EU (European Union) on May 1, 2004.
Hypermarkets are projected to expand to
over 300 by 2005 and will account for
about 50 percent of retail food sales in the
next five years.The growing popularity of
hypermarkets is reflected in their increas-
ing number of outlets, and the fact that
they are becoming the main source of
household supplies for many consumers.

However, prospects for U.S. sales are
hampered by stiff Polish and other EU
competition, stringent food ingredient
regulations, EU biotechnology constraints
and costly terms to get products onto
large retailers’ shelves.

Foreign capital and new standards of
distribution and trade have not only
shown Polish retailers new ways of oper-
ating their businesses, but also challenged
them to create their own methods to
attract and retain customers. Polish retail-
ers also have begun concentrating and
consolidating processes to strengthen their
market position in the face of globaliza-
tion. However, given the limited invest-
ment possibilities for local companies,
rapid growth in the retail market share
held by foreign companies (virtually all
West European) seems inevitable.

Nevertheless, compared with Western
Europe, the Polish retail trade is still frag-
mented, with 38 percent (15 million peo-
ple) of the population living in over
50,000 villages.The fact that 98.6 percent
of retail companies have no more than
two shops is further evidence of the dis-

persed retail structure. Organizations
owning more than 20 shops represent less
than 0.1 percent of companies in this sec-
tor.

In 2003, the rate of growth of shops
with floor space exceeding 400 square
meters was 11 percent. This growth rate
likely will slow in coming years.The rapid
growth in the number of super- and
hypermarkets of the 1990s has also
slowed.

While U.S. exporters confront several
major challenges in this new EU market,
including time-consuming and expensive
certification procedures, prospects may
improve due to the weakened U.S. dollar
and rising consumer incomes. Goods such
as wines, distilled spirits, dried fruits
(prunes), nuts (almonds, peanuts), grape-
fruit and some seafood (salmon) have
found a stable place on shelves of retail
outlets in Poland. ■

Wayne Molstad, FAS Office of
Agricultural Affairs,Warsaw, Poland, E-mail:
Wayne.Molstad@usda.gov
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Doing Business in Russia
s in many markets, business rela-
tionships in Russia are usually
built through personal contact.
While sales can be negotiated by
telephone, fax or e-mail, any

attempt to develop a successful, long-term
trade relationship will require direct, per-
sonal contact.

When you travel to Russia to visit
potential trade partners, don’t expect to
close a deal in a few days. A successful
partnership may take months to develop.

Keeping the Customer
You can sell once to a Russian com-

pany, but unless you become an active
partner in helping it market the product,
the company will not buy from you again.

Russia is no longer a new market, but
is a sophisticated, competitive environ-
ment. To succeed, U.S. companies must
promote their products, countering the
predominant market position of West
European competitors. Providing basic
marketing and promotional support are
key to a long-lasting and profitable rela-
tionship with your Russian partner.
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Exporter Advice

Business Cultures and
Climates in Russia

A

experienced and reliable importer can
help you avoid costly mistakes. Banking
and supplier references are essential, as is
an examination of the prospective part-
ner’s experience and business history.
Some local and U.S.-based organizations
can help provide this information.
However, credit reporting is still a rela-
tively new practice in Russia, and credit
reporting agencies may not have complete
information on potential business part-
ners.

Finally, pay attention to business fun-
damentals. Business basics—knowing
your market, putting the customer first
and offering quality products—are 
as essential in Russia as in any other 
market. ■

Olga Taybakhtina, FAS Agricultural
Trade Office, Moscow, Russia, E-mail:
Olga.Taybakhtina@usda.gov

Don’t expect to do everything at the
U.S. pace. Many things simply move at a
different speed. For example, getting
around by car or taxi in major cities, such
as Moscow and St. Petersburg, can be
frustrating and time-consuming. Build
extra time into your schedule—you will
probably need it.

Several alternative marketing strate-
gies can be used to enter the Russian
market:
• Sell directly to a Russian importer/dis-

tributor/processor.
• Use a U.S. trading or export manage-

ment company.
• Sell to an agent/consolidator in

Western Europe.
• Establish your own import and distri-

bution facilities in Russia.
A U.S. company operating on its own

will generally pay higher customs fees,
face more difficult inspection procedures
and contend with more administrative
delays than would a local importer. Many
successful exporters use a Moscow- or St.
Petersburg-based trading company to
facilitate trade. Most imports sold in
Western Russia pass through these cities.
For the Russian Far East, Vladivostok is
home to most importers and the principal
import and transshipment point.

If an exporter is willing to invest the
time and effort to establish a representa-
tive office, then dealing directly with fast-
growing Russian processing companies
may provide better margins and the
opportunity to respond quickly to clients’
demands.

Selecting the right trade partner is
probably the most important thing in
developing your business in Russia. AnAA
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Chart Spread

U.S. Agricultural Trade
in Europe

Europe Constitutes a Major—and Growing—Market for Many U.S. Products

Bulk Export Sales Totaled $3 Billion in Fiscal 2004, Down 1.5% From 2003 Consumer-Oriented Exports Rose 19% Totaling a Record $3.1 Billion

In fiscal 2004, Europe as a whole purchased $10 billion worth of U.S. agricultural, fish and forest exports, up 9.6% 
from a year earlier and 14% of the U.S. total of $71.2 billion. Here’s a look at which U.S. products sell best in the region.

European Countries Make Up 9 of the Top 35 Markets for U.S. Agricultural, Fish and Forest Products
In fiscal 2004, all of those countries increased their purchases of U.S. products from the previous year. Five of them—
the United Kingdom, the Netherlands, Spain, Russia and Portugal—showed double-digit growth in their imports.
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European Union
Information on the history, structure and activities of the EU

(European Union) is available at the organization’s home page.
Web site: http://europa.eu.int/index_en.htm

Information on ratification of the EU’s constitution also can
be found on the site.

Web site: http://europa.eu.int/futurum/ratification_en.htm

European Food Safety Authority 
This organization is the keystone of EU risk assessment of

food and feed safety.
Web site: www.efsa.eu.int

FAS Resources on the EU
The site of the FAS office at the U.S. Mission to the EU in

Brussels, Belgium, provides extensive information on many top-
ics, including key issues, food and feed import rules, import duties
and quotas, reports and market data and certification requirements.

Web site: www.useu.be/agri/usda.html

FAS Report: What’s New in Central Europe
This newsletter provides an update on upcoming market pro-

motions and an overview of recent market trends, trade policy
issues and commodity analyses for Austria, Bosnia-Herzegovina,
Croatia, the Czech Republic, Hungary, Slovenia and Slovakia.

Web site: www.fas.usda.gov/scriptsw/attacherep/attache_lout.asp

ERS Resources 
USDA’s Economic Research Service offers a significant body

of research and analysis on international agriculture.
Web site: www.ers.usda.gov/topics/view.asp?T=103008  ■

e-Sources

Intermediate Exports Reached $2.1 Billion, Up 5%
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FAS Field Office Directory 

Kenya South Africa 

Zambia 

Unit 64114 

Morocco 

8300 Lagos Place 
20521-8300 

20521-9300 

Uzbekistan 

) 
6020 Dubai Place 

20521-6020 

Africa and the Middle East 

20521-6030 

Côte d’Ivoire 

Phone (011-255) 22-41-13-55 

20521-2010 

Also covers: Malawi,Tanzania, Uganda, 

Office Hours: 7:15-16:30 
Fri: 7:15–12:15 
E-mail: AgNairobi@usda.gov 
Phone: (011-254-20) 363-6340 
Fax: (011-254-20) 363-6349 
Office of Agricultural Affairs 
U.S. Embassy, Nairobi 

APO AE 09831-4114 

Also covers:Tunisia 
Office Hours: 8:30-5:30 
Phone: (011-212-3) 776-5987 
Fax: (011-212-3) 776-5493 
Office of Agricultural Affairs 
U.S. Embassy, Rabat 
PSC 74, Box002 
APO AE 09718-5000 

Nigeria 
Office Hours: 7:00–16:00 
Phone: (011-234-1) 261-3926 
Fax: (011-234-1) 261-0257 
E-mail: aglagos@nova.net.ng 
Office of Agricultural Affairs, Lagos 
Department of State (AGR) 

Washington, DC  

Saudi Arabia 
Office Hours: 8:00–17:00 
Phone: (011-966-1) 482-2197 
Fax: (011-966-1) 482-4364 
E-mail: fasriyadh@hotmail.com 
Agricultural Trade Office, Riyadh 
APO AE 09803-1307 

Also covers: Angola, Botswana, Lesotho, 
Mozambique, Namibia, Swaziland, 
Zimbabwe 

Office Hours: 8:00-17:00 
Phone: (011-27-12) 431-4057 
Fax: (011-27-12) 342-2264 
E-mail: AgPretoria@usda.gov 
Office of Agricultural Affairs, Pretoria 
Department of State (AGR) 
9300 Pretoria Place 
Washington, DC  

Turkey 
Also covers: Azerbaijan, Kazakhstan, 

Kyrgyzstan,Tajikistan,Turkmenistan, 

Office Hours: 8:30-17:30 
Phone: (011-90-312) 468-6129 
Fax: (011-90-312) 467-0056 
E-mail: AgAnkara@usda.gov 
Web site: www.fasturkey.org 
Office of Agricultural Affairs, Ankara 
U.S. Embassy 
PSC 93, Box 5000 
APO AE 09823-5000 

The United Arab Emirates 
Also covers: Bahrain, Kuwait, Oman, 

Pakistan, Qatar 
Office Hours: 8:30-17:00, Sat.-Weds. 
Phone: (011-971-4) 311-6183 
Fax: (011-971-4) 311-6189 
Agricultural Trade Office, Dubai 
Department of State (Agr/ATO

Washington, DC  

Algeria 
Office Hours: 8:00-17:00 
Phone: (011-213-21) 69-37-72 
Fax: (011-213-21) 69-31-17 
E-mail: AgAlgiers@usda.gov 
Office of Agricultural Affairs 
Department of State (AGR) 
6030 Algiers Place 
Washington, DC  

Also covers: Liberia, Senegal 
Office Hours: 8:00-17:00 

Fax: (011-255) 22-41-13-59 
E-mail: ag.Abidjan@globeaccess 
Office of Agricultural Affairs 
Department of State (AGR) 
2010 Abidjan Place 
Washington, DC  

Egypt 
Also covers: Israel, Jordan, Lebanon, Syria 
Office Hours: 8:00-16:30 
Phone: (011-202) 797-2388 
Fax: (011-202) 797-3989 
E-mail: AgCairo@usda.gov 
Office of Agricultural Affairs 
U.S. Embassy, Cairo 
Unit 64900, Box 22 
APO AE 09839-4900 

Iraq 
E-mail: james.smith@usda.gov 
E-mail: anita.katial-zemany@usda.gov 
Fax: (202) 265-6252 
Phone Cell: 1-914-360-4942 
Office of Agricultural Affairs 
U.S. Embassy, Baghdad 
APO AE 09316 
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33131 

Chile 

Unit 4118 

Colombia 

Unit 5119 

Costa Rica 

Closed 12:00-12:30 

Unit 2507 
APO AA34020-9507 

Unit 5530 

The Dominican Republic 

dex.htm 

Unit 5530 

Guatemala 

Honduras 

Unit 3305 

Mexico 

78520-0900 

The Americas 

Unit 4325 

Unit 3500 

AMCONGEN SP 
Unit 3502 

Canada 

13669 

The Caribbean Basin 

Montserrat, Saint Kitts and Nevis, 
Saint Lucia, Saint Pierre and 
Miquelon, Saint Vincent and the 
Grenadines,Trinidad and Tobago,Turks 
and Caicos Islands, Dominica 

Phone: (1-305) 536-5300 
Fax: (1-305) 536-7577 
E-mail: cbato@cbato.net 
Agricultural Trade Office 
909 SE 1st Ave., Suite 720 
Miami, FL  

Office Hours: 8:30-17:00 
Phone: (011-56-2) 330-3704 
Fax: (011-56-2) 330-3203 
E-mail: fas_stgo@rdc.cl 
Web site: www.usembassy.cl 
Office of Agricultural Affairs 
U.S. Embassy, Santiago 

APO AP 34033 

Office Hours: 8:00-17:00 
Phone: (011-57-1) 315-4147 
Fax: (011-57-1) 315-2181 
E-mail: AgBogota@usda.gov 
Office of Agricultural Affairs 
U.S. Embassy, Bogota 

APO AA 34038 

Also covers: Nicaragua, Panama 
Office Hours: 8:00-16:30 

Phone: (011-506) 519-2028 
Fax: (011-506) 519-2475 
E-mail: AgSanJose@usda.gov 
Office of Agricultural Affairs, San José 

Also covers: Haiti, Jamaica 
Office Hours: 8:00-16:45 
Phone: (1-809) 227-0112 
Fax: (1-809) 732-9454 
E-mail: Agsantodomingo@verizon.com 
Web site: www.usemb.gov.do/fas.htm 
Office of Agricultural Affairs 
U.S. Embassy, Santo Domingo 

APO AA 34041 

ICD Food Monitoring 
Phone: (1-809) 227-0112 
Fax: (1-809) 732-9454 
E-mail: Agsantodomingo@codtel.net.do 
Web site: www.usemb.gov.do/FAS/fasin-

U.S. Embassy, Santo Domingo 

APO AA 34041-5530 

Also covers: Belize, El Salvador, 

Office Hours: 7:30-17:00 
Fri.: 7:30-12:30 
Phone: (011-502) 2332-4030 
Fax: (011-502) 2-331-8293 
E-mail: AgGuatemala@usda.usda.gov 
Office of Agricultural Affairs 
U.S. Embassy, Guatemala 

APO AA 34042-3305 

Office Hours: 8:30-17:30 
Phone: (011-52-55) 5080-2532 
Fax: (011-52-55) 5080-2776 
E-mail: AgMexico@usda.gov 
Web site: www.atomexico.gov 
Office of Agricultural Affairs 
U.S. Embassy, Mexico City 
P.O. Box 9000 
Brownsville,TX  

Argentina 
Also covers: Paraguay, Uruguay 
Office Hours: 8:45-17:45 
Phone: (011-54-11) 5777-4627 
Fax: (011-54-11) 5777-4261 
E-mail: fasbuenosaires@ciudad.com.ar 
Office of Agricultural Affairs, Buenos 

Aires 

APO AA 34034-0001 

Brazil 
Office Hours: 8:00–17:00 
Phone: (011-55-61) 312-7101 
Fax: (011-55-61) 312-7659 
Office of Agricultural Affairs 
U.S. Embassy, Brasilia 

APO AA 34030-3500 

Brazil 
Office Hours: 8:00-17:00 
Phone: (011-55-11) 5186-7400 
Fax: (011-55-11) 5186-7499 
E-mail: atobrazil@usdabrazil.org.br 
U.S. Agricultural Trade Office 
American Consulate General, São Paulo 

APO AA 34030-3502 

Office Hours: 8:30-17:30 
Phone: (1-613) 688-5267 
Fax: (1-613) 688-3124 
E-mail: AgOttawa@usda.gov 
Office of Agricultural Affairs 
Ogdensburg, NY  

Covers: Anguilla, Antigua and Barbuda, 
Aruba, the Bahamas, Bassas da India, 
Bermuda, the British Virgin Islands, 

Grenada, Guadeloupe, Martinique, The Dominican Republic 
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FAS Field Office Directory 

Mexico Hong Kong 

78520-0900 

Mexico 

78520-9002 

Unit 3785 

Unit 4940 

India 

3.html 

20521-9000 

Indonesia 

Asia 
China 

China 

China 

4090 Guangzhou Place 
20511-4090 

China 

4100 Shanghai Place 
20521-4100 

Office Hours: 8:30-17:30 
Phone: (011-52-55) 5281-6093 
Fax: (011-52-55) 5080-2776 
E-mail: ATOMexico@usda.gov 
Web site: www.fas-la.com/mexico 
Agricultural Trade Office 
U.S. Embassy, Mexico City 
Brownsville,TX  

Office Hours: 8:30-17:30 
Phone: (011-52-81) 8333-5289 
Fax: (011-52-81) 8333-1248 
E-mail: ATOMonterrey@usda.gov 
Agricultural Trade Office 
U.S. Consulate, Monterrey 
P.O. Box 9002 
Brownsville,TX  

Peru 
Also covers: Bolivia, Ecuador 
Office Hours: 8:15-1700 
Phone: (011-511) 434-3042 
Fax: (011-511) 434- 3043 
E-mail: fas_lima@yahoo.com 
Web site: www.usdaperu.org.pe 
Office of Agricultural Affairs 
U.S. Embassy, Lima 

APO AA 34031 

Venezuela 
Office Hours: 8:00-17:00 
Phone: (011-58-212) 975-8861 
Fax: (011-58-212) 975- 7615 
E-mail: AgCaracas@usda.gov 
Web site: 

www.embajadausa.org.ve/usda.html 
Office of Agricultural Affairs 
U.S. Embassy, Caracas 

APO AA 34037 

Office Hours: 8:30-17:30 
Phone: (011-852) 2841-2350 
Fax: (011-852) 2845-0943 
E-mail: ATOHongKong@usda.gov 
Web site: www.usfoods-hongkong.net 
Agricultural Trade Office 
U.S. Consulate, Hong Kong 
PSC 464, Box 17 
FPO AP 96521-0006 

Also covers: Bangladesh, Sri Lanka 
Office Hours: 8:00-17:00 
Phone: (011-91-11) 2419-8297 
Fax: (011-91-11) 2419-8530 
E-mail: AgNewDelhi@usda.gov 
Web site: 

usembassy.state.gov/posts/in1/wwwh4 

Office of Agricultural Affairs 
Department of State (Agr) 
9000 New Delhi Place 
Washington, DC  

Office Hours: 7:30-16:00 
Phone: (011-62-21) 3435-9161 
Fax: (011-62-21) 3435-9920 
E-mail: fasjkt@cbn.net.id 
Web site: www.usembassyjakarta.org 
Office of Agricultural Affairs 
U.S. Embassy, Jakarta 
Box 1, Unit 8129 
FPO AP 96520-0001 

Japan 
Office Hours: 8:30-17:30 
Phone: (011-81-3) 3224-5102 
Fax: (011-81-3) 3589-0793 
E-mail: AgTokyo@usda.gov 
Web site: www.japan.usda.gov 
Office of Agricultural Affairs 
U.S. Embassy,Tokyo 
Unit 45004, Box 226 
APO AP 96337-5004 

Office Hours: 8:30-17:30 
Phone: (011-86-10) 6532-1953 
Fax: (011-86-10) 6532-2962 7615 
E-mail: AgBeijing@usda.gov 
Web site: www.embassy-China.org.cn 
Office of Agricultural Affairs 
U.S. Embassy, Beijing 
PSC 461, Box 50 
FPO AO 96521-0002 

Office Hours: 8:30-17:30 
Phone: (011-86-10) 8529-6418 
Fax: (011-86-10) 8529-6692 
E-mail: ATOBeijing@usda.gov 
Web site: www.atoshanghai.org 
Agricultural Trade Office 
U.S. Embassy, Beijing 
PSC 461, Box 50 
FPO AO 96521-0002 

Office Hours: 8:30-17:30 
Phone: (011-8620) 8667-7553 
Fax: (011-8620) 8666-0703 
E-mail: atos@guangzhou.org 
Web site: www.atoguangzhou.org 
Agricultural Trade Office, Guangzhou 
Department of State (AGR) 

Washington, DC  

Office Hours: 8:30-17:30 
Phone: (011-86-10) 8529-6418 
Fax: (011-86-10) 8529-6692 
E-mail: atos@public.sta.net.cn 
Web site: www.atoshanghai.org 
Agricultural Trade Office, Shanghai 
Department of State (AGR) 

Washington, DC  
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Japan 
Office Hours: 8:30-17:30 
Phone: (011-81-3) 3224-5102 
Fax: (011-81-3) 3589-0793 
E-mail: ATOTokyo@ni.bekkoame.ne.jp 
Web site: www.japan.usda.org 
Agricultural Trade Office 
U.S. Embassy,Tokyo 
Unit 45004, Box 241 
APO AP 96337-5004 

Japan 
Office Hours: 8:30-17:30 
Phone: (011-81-6) 6315-5904 
Fax: (011-81-6) 6315-5906 
E-mail: atosaka@ppp.bekkoame.ne.jp 
Web site: www.atojapan 
Agricultural Trade Office 
American Consulate General, Osaka 
Unit 45004, Box 239 
APO AP 96337-5004 

Malaysia 
Also covers: Brunei, Papua New Guinea, 

Singapore 
Office Hours: 7:45-16:30 
Phone: (011-60-30) 2168-5082 
Fax: (011-60-30) 2168-5023 
E-mail: fasjkt@tm.net.my 
Web site: www.malaysia.usembassy.gov 
Office of Agricultural Affairs 
U.S. Embassy, Kuala Lumpur 
APO AP 96535-8152 

Pakistan 
Office Hours: 8:00-16:30 
Phone: (011-92-51) 2080-2276 
Fax: (011-92-51) 2278-142 
E-mail: agislamabad@yahoo.com 
Office of Agricultural Affairs 
U.S. Embassy, Islamabad 
Unit 62200, Box 16 
APO AE 09812-2200 

The Philippines 
Office Hours: 7:30-16:30 
Closed: 12:00-1:00 
Phone: (011-63-2) 887-1137 
Fax: (011-63-2) 887-1268 
E-mail: AgManila@usda.gov 
Web site: www.manila.usda.gov 
Office of Agricultural Affairs 
U.S. Embassy, Manila 
PSC 500, Box 31 
APO AP 96515-1000 

The Philippines 
Office Hours: 7:30-16:30 
Phone: (011-63-2) 894-5381 
Fax: (011-63-2) 812-5430 
E-mail: ATOManila@usda.gov 
Web site: www.manila.usda.gov 
Agricultural Trade Office, Manila 
PSC 500, Box 31 
APO AP 96515-1000 

Singapore 
Office Hours: 8:30-17:15 
Phone: (011-65) 6476-9120 
Fax: (011-65) 6476-9517 
E-mail: atosing@pacific.net.net.sg 
Office of Agricultural Affairs 
U.S. Embassy, Singapore 
PSC 470 (Agriculture) 
FPO AP 96507 

South Korea 
Office Hours: 8:30-17:00 
Phone: (011-82-2) 397-4297 
Fax: (011-82-2) 738-7147 
E-mail: AgSeoul@kornet.net 
Office of Agricultural Affairs 
U.S. Embassy, Seoul 
Unit 15550 
APO AP 96205-5550 

South Korea 
Office Hours: 8:30-17:00 
Phone: (011-82-2) 397-4188 
Fax: (011-82-2) 720-7921 
E-mail: AgSeoul@kornet.net 
Web site: www.atoseoul.com 
Agricultural Trade Office, Seoul 
Unit 15550 
APO AP 96205-5550 

Taiwan 
Office Hours: 8:00-17:00 
Phone: (011-886-2) 2162-22384188 
Fax: (011-886-2) 2162-0000 
E-mail: aitagr@mail.ait.org.tw 
Web site: 

ait.org.tw/ait/AGRI/agri_e.html 
American Institute in Taiwan 
AIT Taipei 
Department of State (Agr) 
4170 AIT Taipei Place 
Washington, DC  20521-4170 

Taiwan 
Office Hours: 8:00-17:00 
Phone: (011-886-2) 2705-6536 
Fax: (011-886-2) 2706-4885 
E-mail: ato@mail.ait.org.tw 
Web site: www.ait.org.tw/ait/AGRI/ato-

portal.htm 
Agricultural Trade Office 
AIT Taipei 
Department of State (ATO) 
4170 AIT Taipei Place 
Washington, DC  20521-4170 

Thailand 
Office Hours: 7:30-16:30 
Phone: (011-66-2) 205-5006 
Fax: (011-66-2) 255-2907 
E-mail: agbangko@ksc11.th.com 
Office of Agricultural Affairs, Bangkok 
Box 41 
APO AP 96546-0001 
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FAS Field Office Directory 

Vietnam Denmark 

PSC 73 

City 

Oceania 

PSC 277 
APO AP96549 

New Zealand 

Europe 
Austria 

20521-9900 

Belgium 

5740 Sofia Place 
20521-5740 

Office Hours: 8:00-17:00 
Phone: (011-45) 3526-1081 
Fax: (011-45) 3543-0278 
E-mail: AgCopenhagen@usda.gov 
Web site: www.usembassy.dk 
Office of Agricultural Affairs 
U.S. Embassy, Copenhagen 

APO AE 09716 

France 
Office Hours: 9:00 -18:00 
Phone: (011-33-1) 4312-2277 
Fax: (011-33-1) 4312-2662 
E-mail: fasparis@yahoo.com 
Web site: www.amb-usa.fr/fas 
Office of Agricultural Affairs, Paris 
PSC 116, Box A-218 (AGR) 
APO AE 09777 

Germany 
Office Hours: 8:30 -17:30 
Phone: (011-49-30) 8305-1150 
Fax: (011-49-30) 8431-1935 
E-mail: AgBerlin@usda.gov 
Office of Agricultural Affairs 
U.S. Embassy, Berlin 
PSC 120, Box 3143 
APO AE 09265 

Germany 
Office Hours: 8:30-17:30 
Phone: (011-49-228) 329-2274 
Fax: (011-49-228) 329-2449 
E-mail:AgBonn@compuserve.com 
Office of Agricultural Affairs 
U.S. Embassy, Bonn AGR 
PSC 117, Box 385 
APO AE 09080 

Office Hours: 8:00-17:00 
Phone: (011-84-4) 831-4572 
Fax: (011-84-4) 831-4573 
E-mail: fashanoi@hn.vnn.vn 
Office of Agricultural Affairs 
U.S. Embassy, Hanoi 
PSC 461 Box 400 
FPO AP 96521-0002 

Vietnam 
Office Hours: 8:00-17:00 
Phone: (011-84-4) 825-0528 
Fax: (011-84-4) 825-0503 
E-mail: fashcmc@hcm.vnn.vn 
Web site: www.uscongenhcmc.org/ 
Office of Agricultural Affairs 
U.S. Consulate General, Ho Chi Minh 

PSC 461 Box 500 
FPO AP 96521-0002 

Australia 
Office Hours: 8:00-17:00 
Phone: (011-61-2) 6214-5854 
Fax: (011-61-2) 6273-1656 
Office of Agricultural Affairs 
U.S. Embassy, Canberra 

Office Hours: 8:15-17:00 
Phone: (011-64-4) 462-6030 
Fax: (011-64-4) 462-6016 
E-mail: ae@usda.america.org.nz 
Office of Agricultural Affairs 
U.S. Embassy,Wellington 
PSC 467, Box 1 
FPO AP 96531-1034 

Also covers: Bosnia and Herzegovina, 
Croatia, the Czech Republic, Hungary, 
Slovakia 

Office Hours: 8:30-17:00 
Phone: (011-43-1) 31-339-2249 
Fax: (011-43-1) 310-8208 
E-mail: AgVienna@usda.gov 
Web site: www.usembassy.at/en/usda 
Office of Agricultural Affairs 
Department of State (AGR) 
9900 Vienna Place 
Washington, DC  

Office Hours: 9:00 -18:00 
Phone: (011-32-2) 508-2670 
Fax: (011-32-2) 511-0918 
E-mail: AgUSEUBrussels@usda.gov 
Web site: www.useu.be/agri/usda.html 
Office of Agricultural Affairs 
U.S. Mission to the European Union 
Office of Agricultural Affairs 
FAS/USEU 
PSC 82, BOX 213 
APO AE 09710 

Bulgaria 
Also covers: Albania, Macedonia, 

Moldova, 
Romania, Serbia and Montenegro 
Office Hours: 9:00-17:30 
Phone: (011-359-2) 951-5587 
Fax: (011-359-2) 986-9550 
E-mail: fassofia@tea.bg 
Web site: www.usembassy.bg 
Office of Agricultural Affairs, Sofia 
Department of State (AGR) 

Washington, DC  
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Italy 
Also covers: Greece, Malta 
Office Hours: 8:30-17:30 
Phone: (011-39-06) 4674-2362 
Fax: (011-39-06) 4788-7008 
E-mail: AgRome@usda.gov 
Web site: www.usesembassy.it/agtrade 
Office of Agricultural Affairs 
U.S. Embassy, Rome 
PSC 59, Box 13 
APO AE 09624 

Italy 
Office Hours: 8:30-17:30 
Phone: (011-39-06) 4674-2362 
Fax: (011-39-06) 4788-7008 
E-mail: agromefodag@usda.gov 
Web site: www.usesembassy.it/usunrome 
U.S. Mission for United Nations Rome 
U.S. UN Rome (FODAG)/Agric-FAS 
PSC 59, Box 31 
APO AE 09624 

The Netherlands 
Also covers: Belgium, Denmark, Iceland, 

Luxembourg 
Office Hours: 8:15 -17:00 
Phone: (011-31-70) 310-9299 
Fax: (011-31-70) 365-7681 
E-mail: Agthehague@usda.gov 
Web site: www.usesembassy.nl 
Office of Agricultural Affairs 
U.S. Embassy-AGR,The Hague 
Unit 6707, Box 038 
APO AE 09715 
APO AE 09642 

Poland 
Office Hours: 8:30-17:00 
Phone: (011-48-22) 504-2336 
Fax: (011-48-224) 504-2320 
E-mail: agwarsaw@poczta.onet.pl 
Office of Agricultural Affairs,Warsaw 
Department of State (AGR) 
5010 Warsaw Place 
Washington, DC  20521-5010 

Russia 
Also covers: Armenia, Belarus, Georgia 
Office Hours: 9:00-18:00 
Phone: (011-7095) 728-5222 
Fax: (011-7095) 728-5133 
E-mail: AgMoscow@usda.gov 
Web site: www.agmoscow.post.ru 
Office of Agricultural Affairs 
Agricultural Section 
U.S. Embassy, Moscow 
Box M 
Itanien Puistortie 14 
00140 Helsinki, Finland 

Russia 
Office Hours: 9:00-18:00 
Phone: (011-7095) 729-5560 
Fax: (011-7095) 729-5069 
E-mail: ATOMoscow@usda.gov 
Web site: www.agmoscow.post.ru 
Agricultural Trade Office 
U.S. Embassy, Moscow 
PSC 77 AGR 
APO AE 09721 

Russia 
Office Hours: 9:00-18:00 
Phone: (011-7-812) 326-2580 
Fax: (011-7-812) 326-2561 
E-mail: AgStPetersburg@usda.gov 
Office of Agricultural Affairs 
U.S. Consulate-FAS, St. Petersburg 
PSC 78, Box L 
APO AE 09723 

Russia 
Office Hours: 9:00-18:00 
Phone: (011-7-4232) 300-089 
Fax: (011-7-4232) 300-089 
E-mail: AgVladivostok@usda.gov 
Office of Agricultural Affairs,Vladivostok 
Department of State 
5880 Vladivostok Place 
Washington, DC  20521 

Spain 
Office Hours: 9:00-18:00 
Phone: (011-34) 914-188-931 
Fax: (011-34) 915-649-644 
E-mail: AgMadrid@usda.gov 
Web site: www.embusa.es 
Office of Agricultural Affairs 
U.S. Embassy, Madrid 
PSC 61 Box 20 

Sweden 
Also covers: Estonia, Finland, Latvia, 

Norway 
Office Hours: 8:00-16:30 
Phone: (011-46-8) 783-5390 
Fax: (011-46-8) 662-8495 
E-mail: AgStockholm@usda.gov 
Web site: www.usemb.se/agriculture 
Office of Agricultural Affairs, Stockholm 
Department of State (AGR) 
5750 Stockholm Place 
Washington, DC  20521-5750 

Ukraine 
Office Hours: 9:00-18:00 
Phone: (011-38044) 490-4005 
Fax: (011-38044) 490-4110 
E-mail: AgKiev@usda.gov 
Web site: 

www.usinfo.usemb.kiev.ua/faskyiv_ind 
ex_eng.html 

Office of Agricultural Affairs, Kiev 
Department of State (AGR) 
5850 Kiev Place 
Washington, DC  20521-5850 ■ 



United States
Department of Agriculture
Washington, DC  20250-1000
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